a 
PRINTERS’ INK. 


A JOURNAL FOR ADVERTISERS. 
Gzo. P. RowELL & Co., Publishers, 10 SprucE 8t., NEw Yor«. 








Vor. XII. NEW YORK, January 2, 1895. 








NOT A WASTE__. 
OF AMMUNITION 


To use the St. Louis REPUBLIC, Daily 
or Semi-weekly editions, as advertising 
mediums. 

Buyers of advertising space desire to 
know what they purchase. 


NO OTHER 


St. Louis newspaper gives a plain and unequivo- 
cal statement of its NET CIRCULATION. No other 
paper pretends to make any showing at all for 
every day of its issue. THE RePuBLic verifies its 
statement by affidavit, and’in further substantia- 
tion of its circulation advertisers are cordially in- 
vited to make a personal examination of every 
book and record which relates in any way to cir- 
culation. Proofs will be supplied in any practi- 
cable manner suggested by an advertiser. 


Ask for rates. 
THE REPUBLIC, 


OR AT NEW YORK OFFICE, ST. Louis, MO. 
146 Times BUILDING. 
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DVERTISING should be bought and sold 
A as any merchandise. The price per line per 
thousand circulation should be governed by 

the quality of the circulation. 

Free circulation, such as sample copies, is worth 
mighty little. 

A widely-distributed circulation, with but few 
copies in any one town, is worth more, but not so 
very much more. 

The local circulation is the most valuable, be- 
cause it thoroughly covers its locality and enables 
an advertiser to place his goods where he is adver- 
tising. He can easily concentrate his efforts to in- 
troduce his goods or increase sales, when backed by 
this local advertising. Everybody sees his adver- 
tisements ; everybody is interested in his goods. 


Local circulation outclasses all other in value. 


>, Sa 
De 


We sell the circulation of the 1400 local weeklies of the 
Atlantic Coast Lists. 

24 of acent per line per thousand copies on orders of $25c 

¥% of a cent upon $5,000 orders. 

One electrotype, one order does the business. 


Awe 
we 


ATLANTIC COAST LISTS, 


134 LEONARD ST., NEW YORK, 
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POINTERS ON TRADE JOURNALS. 





It is a prominent and indisputable 
fact that those periodicals known as 
trade journals are great factors in in- 
dividual business success at the present 
day. This is owing to their educa- 
tional character and to the care and 
judgment exercised in their prepara- 
tion. And while the field of trade 
journalism may be in many instances 
overcrowded, still there are few papers 
of this class which do not possess a 
peculiar merit that entitles them to 
consideration. 

In the distribution of advertising 
patronage the importance of trade jour- 
nals as mediums is too frequently over- 
looked, or else a proper value is not 
placed upon the quality of the publicity 
which they can give their patrons. 
Few general advertisers give thought- 
ful consideration to the claims which 
such papers present, and consequently 
fail to do justice to their worth ; but 
indefatigable efforts on the part of the 
journals themselves must ere long bring 
to them the recognition they deserve. 
When an advertiser prepares to distrib- 
ute his patronage there are three facts 
in connection with the different adver- 
tising mediums which he takes into ac- 
count—quantity of circulation, quality 
of circulation and space rates. These, 
then, are the facts to be considered in 
regard to the value of trade journals to 
advertisers. 

First, as regards quantity of circula- 


tion. It cannot be expected that a 
class publication will enjoy the same 
field favorable to the acquirement of 


enormous circulation figures that is 
accorded to newspapers. Being pub- 
lished for a class, it is of necessity con- 
fined to that class in securing readers, 
and its circulation is therefore limited 
to the magnitude of its class. But, 
notwithstanding this fact, a study of 
the American Newspaper Directory 
will reveal a number of trade journals 


that possess a clientage surprisingly 
large, and there can be no doubt that 
the leading exponents of each line of 
business go to a very large percent- 
age of the members of its own trade 
brotherhood. 

But the shrewd advertiser well knows 
that the true merit of a medium does 
not lie in the size of its edition only. 
He looks deeper than this before in- 
vesting in its pages, and it is here 
that the trade journal will bear the 
closest investigation and comparison. 
In the quality of its circulation, it 
possesses an unquestioned superiority 
over any other sort of publication. It 
fills a place that no newspaper or mag- 
azine can occupy, because it is of indi- 
vidual interest, while the latter is of 
general interest. It talks only about 
subjects that concern its class of read- 
ers, teaching them new business 
methods and the most profitable man- 
ner of applying these methods, so that 
it becomes a veritable schoolmaster in 
its own particular field. Thus by its 
educational facilities it contributes to 
the final success of many a struggling 
young business man, helping him over 
the rough places and guiding him to 
safer paths. It therefore follows that 
each issue of such a journal is regarded 
by its readers as a thing of value and 
carefully studied as a source of profit 
to themselves. It is preserved for 
future reference, and the advertise- 
ments it contains bring forth fruit long 
after those that have appeared in a 
newspaper are forgotten. I think it 
will be admitted that these valuable 
characteristics entitle the trade journal 
to a high position among advertising 
media. 

Now, a word about rates. It is true 
that class publications, as a rule, ask 
more for their space than newspapers, 
but take into consideration the quality 
of this space and then tell me if they 
do not deserve all they ask. Of course 
excellent judgment must be used in 
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selecting the class of journals in which 
to advertise a certain kind of goods, 
but after this has been happily done 
compare the results with newspaper 
results in proportion to circulation. 
All articles cannot be profitably adver- 
tised in class journals, but many can 
be, and to advertise the latter I would 
rather pay five cents per line per thou- 
sand of circulation to trade papers 
than one-half cent to newspapers. 
Results will justify this assertion. 
James B. KIRK. 


—__ +o 
PICTURES IN ADVERTISING. 
Fohn P. Lyons, in the Spatula. 


It cannot be questioned—we are all 
fond of pictures. This is one of the 
juvenile joys that clings to a man till 

e is four score and ten. It is a uni- 
versal human weakness. Now the 
wily advertiser is always on the look- 
out for universal human weaknesses, 
and ready to make the most of them. 
Hence, illustrated advertisements. But 
there are two kinds of pictures, and 
while the one serves the advertiser’s 
purpose admirably, the other is sheer 
waste—or worse. 

There are two rules which may be 
followed with advantage in the use 
of illustrated advertising—both very 
simple. The first is this : the illustra- 
tion should possess intrinsic interest, 
beauty, sentiment or humor, something 
that in itself appeals to the eye. And 
the second rule, which is even more 
important than the first, is this: the 
picture should be germane to the ar- 
ticle advertised ; it should, if possible, 
suggest the thing advertised ; or if not 
positively suggesting it, there should 
at least be some association of ideas. 
It may be set down as an axiom that 
the best picture for an advertisement 
is the one that needs the fewest ac- 
companying words. 

To illustrate: for the best way to 
show what sort of a picture is a fit and 
what sort is a misfit, is to select a few 
of each kind. Take, for instance, the 
picture which has been used in the 
street cars extensively of late—at least 
around Boston—by the Mellin’s Food 
people. This is simply a handsome 
lithograph of a particularly attractive, 
wholesome and winsome little girl, with 
red dimpled cheeks, bright biue eyes, 
and a pervading air of contentment. 
Everybody will look at this picture, es- 
pecially young fathers and mothers, who 
will mentally compare it point by 





point with the youngster at home ; and 
even the determined bachelor will 
look at it, and admit that children are 
attractive when painted on cardboard. 
Now, there’s only one word on the 
whole advertisement; that is ‘‘Mel- 
lin’s,’’ but it doesn’t take a very acute 
mind to put the word and the child 
together and get the whole story. 
Even if one has never heard of ‘‘Mel- 
lin’s Food,”’ he’ll know that whatever 
‘*Mellin’s’’ is, it is something good 
for children, and if he has any chil- 
dren, he will begin to inquire about it. 

I recently noticed in the magazines 
a little pictorial ad, fairly illustrative 
of this subject. It is an oil stove ad 
of the A. C. Barler Mfg. Co., of Chi- 
cago. There are two little tots, de- 
collete to the soles of their feet, stand- 
ing in front of the stove. Now, look- 
ing at this picture on a cold winter 
day, you immediately become inter- 
ested in these young people, and won- 
der where the nurse is with their bath 
robes ; but when you see how con- 
tented they are, with their hands out 
to the genial warmth, you become in- 
terested in the stove, and that, of 
course, is the whole object of the ad- 
vertisement. The picture not only 
attracts your attention, but it attracts 
it to the one point where the adver- 
tiser wants it. 

Now for two or three misfits. There 
are some chewing gum people who oc- 
cupy space in the magazines, devoting 
the greater part to the picture of a 
grizzly bear. Now, this grizzly bear 
may have some local connection with 
this chewing gum, for it comes, I be- 
lieve, from California, a State which, 
if lremember aright, accords the grizzly 
some official recognition, but to the 
average mind the association is ex- 
ceedingly indistinct. There is noth- 
ing about the bear that is beautiful ; 
he arouses no pleasing sentiment ; 
there. is no element of humor in the 
picture, and if the text were taken 
away, and one had to supply the read- 
ing matter from the picture he cer- 
tainly would guess a year before he 
would hit on chewing gum. 

I remember another illustration. 
Some manufacturers of plasters de- 
voted the greater part of their ad 
to the picture of four or five dogs. 
This was an attractive advertisement, 
because they were handsome dogs, and 
the work was artistically done. A 
handsome dog always appeals to every 
well ordered mind. But the advertise- 





















ment lacked the great essential—there 
was absolutely no association, which 
any one could fathom, between the 
dogs and the plasters. Any one glancing 
at the advertisement hurriedly—and 
that’s the way the general public 
takes in its advertising—would natur- 
ally suppose that this was a kennel or 
dog bread ad ; that it had anything to 
do with plasters for human ailments, 
could hardly be conjectured. 

An illustrated advertisement should 
be attractive and appropriate. It 
should catch the attention and then 
direct it to the place where you want 
it—the article advertised. To get the 
reader's attention and then veer it off 
in the wrong direction—to attract it 
and then distract it, is as bad as never 
getting it at all. Your picture must 
not only catch the eye, it must catch 
it for you. When you go fishing you 
will find bait a highly useful commod- 
ity—but only when there’s a hook 
inside it. 
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HIS MODEST CARD. 


“Tue Gazette,” 
Henry P. Wuite, Editor. 
West Pains, Mo., Dec. 20, 1894. 
Editor of Printers’ Ink: 


The following advertisement appears in 
the Charleston (Mo. Enterprise : 

* Persons wishing my services as justice of 
the peace, marriages, harness and saddlery 
business will find me at my office, one door 
south of Dr. Simpson’s office, at all times. 
Sam W. Rouse, J. P., of Tpwappity town- 
ship.”’ 

, Yours, Henry P. Wuire. 

pee eR A > Reb, 
UNIFORMITY IN CUT MAKING, 


“Tue FARM AND rma 
Ames, Iowa, Dec. 21, 1894. 
Editor of Printers’ Ink: 


About two-thirds of the advertising cuts 
sent to us just now are about an “en” too 
wide for our columns. Is it possible that the 
Farm and Dairy is the only paper in the 
country that continues to use 13 em measure, 
or are advertisers taking this means to culti- 
vate peaceful relations with the printers of 
the country? We appreciate good measure, 
but not of this kind. Cannot something be 
done to bring about uniformity in making 
cuts ? Tue Farm anv Dairy Co. 


















HAD IT ON HIS MIND. 


‘* That fellow has a wheel in his head.”’ 
‘* Yes, he writes bicycle ads. 





” 








AN AD OF OTHER DAYS. 
Conogs, N. Y., Dec. 18, 1894. 
Editor of Printers’ Ink: 


Following is an ad clipped from a copy of 
The Cohoes Cataract, dated Nov. 16, 1850: 


NEW BOOK STORE, 
- No. 250 STATE STREET, - 
Directly Opposite the Phcenix Hotel, 
LANSINGBURGH. 





THE SUBSCRIBER offers to the public a supe- 
— vga oyede al KS ani mmongst other thi of 
variety, co’ griing emenge other thin 
the ys’ and Giri? Library, 32 vol.; Family Li- 
brary, 16 vol.; School District Librar: rary, Gre Graham’ ‘8, 
Godey’s. Sartains’ and a ‘ines, to 
November—co! taining latest Passions. Picto- 
rial Field Books of the Revolution, to No. 8 
Popular and Select Novels, History, EE a 
Song Bouks, Comic Expedition to California, 


with e 
JENNY LIN 
songs, with Po 
THE LIND KEEPSAKE 
a beautiful Medalion Likeness of “ee = of 
Songs, on Gutta Percha and Bristo 
JENNY LIND 
Note He ed and Bevelepes. 0 Stationery of every 


description, at modera’ 
WENTWORTH FLEIGER, LANSINGBURGH. 


It may prove interesting, not only as an 
old-time A but as a reminder of Jenny Lind, 
the most extensively advertised woman that 
ever lived. Ww SEAPORT. 


+ + ae to America, and new 
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SEND FOR A COPY OF IT. 
“Tue MINNEAPOLIS TiMEs,”’ 
Daily and Sunday. 
J. M. L. Macdonald, Bus. Manager. 
Minneapouis, Minn., Dec. 17, 1894. 
Editor of Printers’ Ink: 
Our exchange editor handed me the An- 
drew, Ia., Courier. It is a curiosity. Seven 


in one. "Though six months old, perhaps 
you haven’t seen it. Very truly yours, 
Joun M, L. Macponacp, 


ter 
HIS INSPIRATION’S SOURCE, 
PHILADELPHIA, Pa., Dec. 18, 1894. 
Editor of Printers’ Ink: 

I have received a good many valuable sug- 
gestions from Printers’ Ink. Scores of pa- 
ong come to my desk daily, but PrinTERs’ 

NK is one of the few which accompanies me 
homeward for after-supper perusal in the 
comfort of slippers and smoking jacket. 

ALBERT E, Puaro, Adv. Manager. 





—-— 
HERE’S ANOTHER, 


* Tue Dairy SENTINEL,” 
“THe WEEKLY SENTINEL.” 
Bow inc Green, Ohio, Dec. 22, ’94. 
Editor of Printers’ Inx: 

In rummaging through some old PRINTERS’ 
Inxs the writer ran across the item in the 
poor vd of Feb. 14 relating to Life and its sub- 

—— list, the statement being made that 
such list showed a profit to the publishers, 
exclusive of advertising. The inquiry was 
then made: “Is there another newspaper 
that received lef for circulation to pay 

mses even?” I have the honor to pre- 
side over the editorial destinies of a newspa- 
per that comes under such a stricture. he 
circulation receipts of the daily and weekly 
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S Fo all of the two publica- 
tions. ion to 150,000 _ 
ems per week, but is minimized in expense by + 


a Thorne type-setting machine. But it 
might be well to add, in passing, that no 
member of the working force has a sinecure. 
Very respectfully, Sam E, Vat. 
i. 
NO GO. 


St. Peter sat in state one day 
Beside the crystal gates, 
Collecting the credentials 
Of accepted candidates, 
** Just stopa moment, friend,” he said, 
To one just passing in; 
“ This ticket’s for the other door— 
‘here’s one unpardoned sin, 
“* The smeteen you tried torun 
— ’m much surprised) 
ying ke hr down on Earth, 
nd never advertised.” 
—H. K. Fort. 
o> 


SIGNED “‘ LIZZIE.” 


A New York concern has hit on a clever 
advertising scheme. It is in the shape of a 
letter to the housewife, and so cleverly is it 
printed that few can see through the decep- 
tion. It is sent in a regularly addressed en- 
velope, with a 2-cent stamp attached. The 
letter is addressed “Dear Friend,” and is 
signed “ Lizzie,” and more than one woman 
supposes it to be a genuine communication, 
which has reached her in error. It begins 
with some gossip about the writer’s vacation 
outing, and then works in a few lines com- 
mending a certain condensed mince meat. 
The idea, presumably, is that the recipient 
will be curious enough to-ask her grocer 
about it. The ad closes with ** Love to all, 
and hoping to see ee soon.” —Detroit News. 


THEY WON'T LAST. 


E HAVE a few dozen children’s wool 
mits, worth 25c., that we will sell at 
15c., to close them out. Come early; they 
will not last long. JUDGE, 345 Gran River. 








—Adv. in Detroit Free Press. 





SHE LOOKED IT. 


He (to wife just returned from a round of 
the stores looking tired)—You remind me of 
the stock kept by a non-advertiser, my dear. 

She (crossly)—Why, I’d like to know ? 
He—You’re so shop-worn. 
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To Sell Wear ‘Goods 


in ILLINOIS, 
INDIANA, 
IOWA, 
MICHIGAN, 
WISCONSIN, 
NEBRASKA, 
OHIO, 
S. DAKOTA, etc., 


the FIRST THING to do is to place an order 
with the 


Cc. fl. U. 


The space in the papers of these lists 
is sold at low rate, by reason of modern 
economical co-operative methods, of which 
the C. N. U. were the originators. 

It is best to be right from the start. 
If the papers of the C. N. U. don’t pay, 
no country newspapers will. If country 
newspapers are going to pay, the papers 
of.the C. N. U. will pay you the BEsT. 

No extras. 

Catalogues and further particulars 
upon application to 


CHICAGO NEWSPAPER UNION, 


10 SPRUCE STREET, 
NEW YORK. 











93 SOUTH JEFFERSON STREET, 
CHICAGO, ILL. 
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(2 
The Evening Star 


Is the oldest, largest and best newspaper 
in Washington It is everywhere recog- 
nized as the favorite household and family 
journal, and is regularly delivered to per- 
manent subscribers at 82% per cent of all 
the occupied houses in the city. As an 
advertising medium it is therefore without 
a rival, as it practically covers the entire 
field. 

Its advertising rates are very much 
lower than those of any other paper in 
the city, in proportion to either extent or 
quality of circulation, and its inflexible 
rule and practice are to charge everybody 
the same price for like service. 








e-e-@ €- 6-3-3343 


L. R. Hamersly, 
Room 49, Potter Building, 
New York Representative. 


GIIODOIMDLDICIGD DIIGD DIG 





% 
S 
: 
: 
S 
: 
8 
. 











to 





FREE ADVERTISEMENT. 

Last October, when the winter session of 
the Toronto Medical School began, there en- 
tered as a freshman one whose luxuriant gray 
whiskers and somewhat less luxuriant hair 
bespoke the flight of time. He had not been 
long in our midst before the secret began to 
be whispered that Mr. Tubbs was not un- 
known to fame; in fact, his benignant face 
adorned the page of one of our city dailies, 
covering some five columns in width and half 
a page in length, with the startling legend 
appended : * Paine’s Celery Compound saved 
my life.’”’ Large numbers of copies of the 
fortunate journal were at mp mye + by 
Mr. Tubbs’ fellow students, and the corridors 
and class rooms were decorated with his 
classic countenance. Tubbs and the Com- 
pound leaped into sudden and glorious noto- 
riety. Some ingenious student with a loud 
voice started up, “* Paine’s Celery Compound 
saved Tubbs’ life,” to the air of the long 
meter doxology, and the boys caught on at 
once. For weeks the talismanic phrase was 
chanted to this solemn cadence at every op- 

rtunity, winding up with the shouted query, 
* What saved Tubbs’ life ?”” and the mighty 
answering chorus, “ Paine’s Celer om- 
pound.’”’ Tubbs stood two weeks of it, and 
then changed his Alma Mater. But it’s a 
question if’ any patent medicine ever had 
such extensive free advertisement at the 
hands of the medical profession before. 


SESS ETE 
A FOSSILIZED ART CRITIC. 

Speaking at the meeting of Sorosis recently 
on the subject of pastels, Mr. Champney, the 
art critic, exhibited a copy of the famous 
* Belle Chocolatiere’’ of 1742, and remarked 
that the fact of its having been used time and 
again as an advertisement took all the pleas- 
ure out of it for him. Surely Mr. Champney 
should have remembered that a recent exhi- 
bition held at Paris has shown that many 
men of conspicuous genius are at present en- 
ga ed in the production of charming posters 
ull of feeling and strength. The show ran 
the Salon itself close in interest, and yet all 
the pictures were part of advertisements.— 
N. Y. Evening Sun. 


eS 
IT IS REALLY SO, 


A busy man has little time to spend in 
phrasing words of pleasing sound for adver- 
tisements in the papers, street cars, circulars, 
catalogues or books. Your time more profita- 
bly is employed in inaking or in selling goods. 
And yet the public, the surfeited, indif- 
ferent public, reads not the matter placed 
before it unless clothed with pleasing phrase 
and bright, attractive dress.—A. EZ. Pharo. 

—_+e+ 

Tue claim that advertising doesn’t pay has 
about as much effect on the shrewd business 
man as the claim that kissing is unhealthy 
has on the average girl. 
+o 

Despite the efforts of competitors to secure 
a share of the want ad business, the New 
York Worid continues to print more “‘ wants ”’ 
=. all the other New York dailies com- 

ined. 
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A RETIRED and wealthy manufacturer of 
proprietary medicines was once asked to 
what he mainly attributed his success in life. 
‘*To one of the blackest things imaginable !”’ 
he-soberly answered ; and, as he noticed the 
look of surprise on the faces of his listeners, 


added with a smile, “ to printer’s ink !”” 


PRINTERS’ INK. 


THREE ADS. 


Three neat, new ads went out one day, 
Out one day, as the sun went down, 
And each was terse what it had to say 
To thoughtful readers of the town. 
For people will see 
And people will heed, 
And ads there be 
That people will read, 
And seek no one’s advising. 


Three people came to the neat ads’ stores— 
Much the money they had in hand, 
And then they came by scores and scores 
Till hustling clerks were in great demand. 
or people will price 
And people will buy 
When ads that are nice 
Have caught their eye, 
Which is not at all surprising. 


Three stores from little grew large and great, 
Till now to the front they’re on their way, 
And the three neat ads keep up the gait 
As the people read what they have to say. 
For people must know, 
And people will find 
Just where to go, 
For they bear in mind 
The firm that is advertising. 
THE WORLD'S POTENTATE. 
There is a power potent more 
Than king or despot ever knew ; 
’Tis seen and felt the wide world through, 
And nations stand or fall before. 


It is a most important link 

In life’s success, whate’er the plan; 

It molds the thought and work of man— 
This potentate is printers’ ink. 

—- +e 

THE way to succeed, as experiments tell, 
Is to advertise wisely and advertise well ; 
‘The way to sell goods, experience has shown, 
Is to advertise freely and make yourself known. 


Classified Advertisements, 
Advertisements under this head, twolines or more 
Must be 


without display, 25 cents a line 
hande: vance. 





d in one week in 
WANTS. 
Ge? HOUSEKEEPING. Ads. 
Go HOUSEKEEPING. Ads. 
DS. VICK’S MAGAZINE, 200,000. 
Building, N. Y. 
A™= VICK’S MAGAZINE, 200,000. 
Building, N. Y. 


38 Times 





38 Times 


DS. VICK’S MAGAZINE, 200,000, 38 Times 
Building, N. Y. 


DS. VICK’S MAGAZINE, 200,000. 38 Times 
Building, N. Y. 
LL values Columbian stamps (except 2c.) want- 


ed. CRITTENDEN & BORGMAN CO., Detroit. 


AXY first-class concern looking for an adver- 
tising man or manager may find just the 
person wanted by addressing “ COMMOI 
SENSE,” care Printers’ Ink. 
V 7 ANTED—First-class man, with five to ten 
> ery te 4 me — paae in — 
charge of a -class prin and press . 
Address Box 27, Buffalo! N. z. , " . 


4 new No. 6 Remington Standard Type- 
writer. Every one who has seen it! e 

want every one to know about it. WYCKOFF, 

SEAMANS & BENEDICT, 327 Broadway; N. Y. 


PEINTER_ First-class, wishes position on daily 
or weekly newspaper ; can take cha of 
composing room and assist editor or business 
man: 
“PFA 


r. Experienced in every department. 
,” care Printers’ Ink. * 7 
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Wanton —Small half-tone cuts. Send proofs 
prices. DUPORT, North Elm St., West- 


r of a patent medicine 
years and seek position 
man. Am good bookkeeper and 
ay: S and German. Address “ EX- 
ERIENCED GENTLEMAN,” care Printers’ Ink. 
sou oung man ha’ mowsuaner < =. 
a 500 in cash, an oeee ae 
eat mig in established, 
Adress 


i UDSE ean ode Eh Attorneys, 27 wi 


Ww vr cone cons fi reform publisher wants 
my help! | have two thousand subscrib- 
ers whom tam can en — me, some general ad- 
vertising successful experience as 

Address “X,” care Curtin 


= rit= isher. J 
Haynes, Bristol, fa Tenn. 


CORRES -enateane man to take charge of 
and advertising work of manu- 
facturer pumps rn Be machinery. 
Not some one W who knows it all, but who has had 
experience (preferably as reporter or ——e 
ing solicitor, which can be turned to 
count in particular line. Address, coating: 
age, experience, nes tions and salary ex- 


Pas. Permanen tok ‘City - the ht mann 
O. Box 2291, New = 


ADDRESSES AND ADDRESSING. 


os Ft 4 our sub. list ; gammed > 
50% DEMOCRAT, Al aibion Inde 


is, wrappers, etc., addressed 
er M. ery guaranteed. 
Minneapolis, Minn. 


| Pa aT sold or rented. Valuable 
= of fresh letters always in stock for 
—-. bet sa - a and _ prices. 7 xe — 

Ts & spec ELL iL 
Dearborn 8t., 





EXE? on anak 
‘4 for maili 
J.C. oerny 


eee 
BILLPOSTING AND DISTRIBUTING. 
Vyicrs 200,000 beats billposting, coz it’s per- 
manent. 


Vyick’s 200,000 beats billposting, coz it’s per- 
manent. 


V ICK’S 200,000 beats billposting, coz it’s per- 
manent. 


Vyick’s 200,000 beats billposting, coz it’s per- 
manent. 
- JOHNSTON, advertising distributo 
} ¢ 1531 Franklin Ave., St. Louis, Mo ia 
valine Geteieatee f ad eating matte 
P. 730 9th St., N.E., E., Washington, _ 


ADiRRSINe mete ry atter honest patty and a prompty 


ders. Work and prices wir oF Write 
for terms. “ DIS icon wil pce tere" Ink. 
TO LET. 


ya, Roston. Space. 
VV ICK’S MAGAZINE. Space. 
\/ ICK’S MAGAZINE. Space. 
\/ ICK’S MAGAZINE. Space. 
VICK’S MAGAZINE. Space. 
RE“Natox TYPEWRITERS. 327 B’way, N. Y. 
OOD HOUSEKEEPING. Space. 
H. P. HUBBARD, Mgr., 38 Times Bldg., N.Y. 
09D ) HOUSEKEEPING. Space. 
P. HUBBARD, Mgr., $8 Times Bidg., N. Y. 
——_+o+—__—_ 
ILLUSTRATORS AND ILLUSTRATIONS, 


Soup TYPE talks in GOOD HOUSEKEEPING. 
Illustrated ads show excelient. 


Sp? TYPE talks inGOOD HOUSEKEEPING. 
rated ads show excellent. 


LLUSTR’D features for Bo rs and advrs. 
HARPER ILLUSTRATING SYN., Columbus,0. 
RESH CUTS— Neat little, outline drawings 
that’ll GRA e wIs ar - “ Ba make 10 of 

Wash. Loan 


them for 
& Trust Bidg., "Wentegsen Det 


ANDSOME illustrations and initials for mag- 
wonmee and ral prin 5e. 
J inch. uts free. AMERI- 


one of ¢ 
ILLUSTR. iG CO., Newark, N. J. 


prague miorchacin, we have the finest 

justrated scheme for local advertising yet 
devised ee inewe se retail trade. prove Ht to, Your 
the J. 4- write us we will 
satisfaction. GRIFFITH, AXT 
Holyoke, Mass. 








ADVERTISING AGENCIES. 
Porn’. 
A™ take ads for VICK’S. 
A™ take ads for VICK’S. 
A LL take ads for VICK’S. 
' Au take ads for VICK’S. 
A GENCIES know GOOD HOUSEKEEPING. 
A GENCIES know GOOD HOUSEKEEPING. 
rs will mpeg you to read DODD’S ad in this 
sax Ley DAY, New Market, N. J. VERTIS- 
GUIDE, Se. a ,a year. § Sample me free. 
] ¥ =. wish to advertise 2 any pine ¢ where 
time, write to the ROWELL 
ADVER' 


SING CO., 10 Spruce St. New York. 
Wis ons a 2 space below am, but we 


It Ie will gay to 
JOHN BRATTON Co., tlanta, Ga. 


I*z geal have discovered that there are two kinds 
vertising—the kind that ry te and oe 

kind ‘a don’t—and if you prefer the 
—— y! um write for our little p= Fang on oS 
ject It is free and very brief. DOUD’S AD- 
VERTISING AGENCY Bos' CY, Boston, Mass. 


A BE you wise as a serpent and harmless 
d dove on advertising ee It isnsson 
ishing how many bucketsfull of advertising wis- 
dom be drawn up and still leave as much es 
ever in the well! e have been at it nearly 
years. You may find a new ion 
in our little leaflet, “What Pays.” 8 free. 
Will you send for it? DODD’S NDVERTISING 
AGENCY, Boston, Mass. 


FOR SALE. 


Ts services of an Cl = newspaper man. 
FAUST,” Printers’ Ink 


Breas ea + 





S1 % 4 lines 50,00 50,000 co) “a proven. 
Wouass WORK, Athens, : 
WE sell news to new: Wire, on d 
night. NEWS PRES 488.1 ,108 Fulton St.,N. 


66 JN her Post-INTELLIGENCER Seattle has one 
of the four ar grees papers of the Pacific 
Coast.” — Harper’ 


roe eeu E— Long-established sony in live 

little city. Good list, splendid advertising 
and * patronag>. Terms attractive. Address 
7 ? care Printers’ Ink. 


BARGAIN — Only perer and Job lant - 

-\ wealthy New ~— nd town 0 . 

—— Plant finely Ss. Circula- 

tion, 1 Business, $4,000 ree. Address 
BARGAIN, » care Printers’ I 


N°. 6 Remington Standard 

development—not an experiment. 
notable improvements successfully inco 
ra’ into this new model. WYCKOFF, 8 
MANS & BENEDICT, 327 Broadway, New York. 


writer. A 
Many 





| 
| 
| 











| 
H 
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foe can dally and weekly wnewspabe in a Republi- 


r of excel 
lent a. 
enterprising New tam England town. 


other business 
of alifetime. Address “ 





m. Chance 
.” Care Printers’ Ink. 


PRINTERS. 
‘AN BIBBER’S 
Printers’ Rollers. 
LAIN done ; 50,000 32s circular, 
dir the gi; WACTER MAYER. Madison, Wis, 


Dichase everyting 0 Sys, cness, stands and 





& tenes &-% 1. 
P just gat. We dg the pre rork on a Print 
Gone? FERRI song ioe gous nN. ¥. City 


A’ eae FOLDER mal makes a very desirable 
form of “e+e It is : ome ie card, 


out and submit it to itit to your wife, “3 
Jour onier to to THE LOTUS 


bi EARS of intelligent exper experience, a natura! lik- 

eine £8 forthe business, and wu siimited op oppor- 

will make a success a any cal We 

4 all these advan and have utilized 

a salty, Seccese in ness isnot a matter 

¢ luck ny meng d in the style and ost 
of the prin done by The Lotus Press an 

other ate what brings us new jE 

old ones ; and the business that 

ret: its old customers and continues to add 


new Eg Se = you use much 
—— care to make a com be- 
: een our work and gt you’ now have, write 
‘or sam on one 0 ur business —_ 
wn Toros PRESS, h-Grade Printers, 140 





SUPPLIES. 

Vy ick’s MAGAZINE supplies customers. 
Vurs MAGAZINE supplies customers. 
yrs MAGAZINE supplies customers. 
Vick’s MAGAZINE supplies customers. 
Vas pineeee 

Rollers. 
y fae ~ ‘tehing. “BRUCE & COOK, 190 Water 


8t., New Y 
FOr it Wea a tating. rinting. THE LOTUS PRESS, 
‘(HE onl be read. Write to AL- 


SURE ee. 
BER’ Bt KING, an ee St., about it. 
oN Ee PAPER is printed w' ith ink manufact- 
©O., Led, 10 Spruce B, WLsON PRiNTiNG Ik 
to cash buyers. : . 


Crinserted $735 letters reprodi Te and 4 
tell it maine trpewr feng. 
WwYE, Gam eral le, Chi 
CENTS for a goo olving rubber 

50 dating Vstamp. x = paeeion 
— from 184 899, figures 0 to 99. he a,” 

‘Ans’d,” “Paid,” oA") 4.” oe. ... 
MALLETT, 78 Reade St., N. Y. 
Weine seli envelo Tike 2 Johnston sells my 4d 

10,000 good 6% H C. White 


eee b AS card tod ys 
. for a. check with order. 10,000 circular 





(joint stock co! corporation in an 
tag has 


PRINTERS’ INK. 


12% ts an ounce ; best Job and Cut Black 
ever known, $1.00 a pound ; best News Ink seen 
since wo! cents a pound. Illus 
trated ice list free on appiioation. Address 
WILLIAM JOHNSTON, Manager Printers’ Ink 

p 8t., New York. 
R Typewriter. 

No. 6 model supplies greater permanence of 
ism. nal lignin mols teens ved 

> mi pro 

ca) ‘and fast 


numerous other 


a. es 
ADVERTISING MEDIA. 
[HE YANK, Boston, Mass., 60,000 monthly. 


S Ronan sgiye me vorcemass 


'}.HE HARDWARE pesten 4 magazine for 
1 deaiers. 78 Reade St. 


Titane, ores AND _JEV aairem. 96 Maiden 
A peculiarly good medium for 


Tze F oy resem in Ohio y ya he tf Gosre: souutts. 
particulars address H. 
Row, New —— 


A= S ngynecdens RINTERS’ INK 
ount eof #10" $10 is Meutitlod to receive 
the paper for one , a 


6é N her Post INTELLIGEN¢ mm Seatite hes oe ane 
0! ie tour Ts 0} e 
Coast.”—Harper’s Weekly. — 


Pp! UA cOnte ) CALL, 1.515 d 1,515 
i compare it 
with the er F papers publla published n Piqua. 


YF 500 MAIL buyers mor ee. Do > 7am wish 


JouRN Pa 
7c.aline. AM. HOME Ji AL, oad Pa. 


T= pane a RURAL HOME 
N.Y., an B egzicel id family journal, is- 
sues over 500, monthly. mt pays advertisers. 


TE HEARTHSTONE. 285 Broadway, 5. 

Largest paid-in-advance circulation of any 
similar mon in the United States. Send for 
rates and sample copy. 


yes canis get along without Someene ep 
waukee, Sablishes the banner German advertis- 
ing mediums. Circulation unrivaled. 


A™= DvEnanG | in in memupapere of “known cir- 
“BUSINESS.” Fo! pe partic. 

PA A. FRANK PRORARDSOR, ibune 

Bidg., N. Y. Chi , Chicago. 


HE EVANSVILLE JOUR! TOURNAt, CO have placed 
on file with PRINTERS’ INK sworn davit 
of circulation of their ~~ ay THE MORNING 
JOURNAL, EVENING NEWs, — + mice 
WE are getting wpe d 
who needs only a % A A “4 
quantity in colors would be extra 
pensive; to print it in one color would not Se 
sufficient] attractive, an 
ar stock calend: 


ive. ‘To overcome all these obstacl 
coloring them by hand. We mention is fact 
Sooguas we think there are others similarly situ- 
who could use a quantity as souvenirs. 
The middle of January is ag as a time to 
issue these calendars as Jan. others 
will be discarded forthese. THE LOTUS PRESS, 
140 West 23d St., N. Y., high Y., high-grade printers. 
ARE you advertising in Ob in Ohio! We take it for 
pet Eo the ieadin you ee and ent ite ———— 
01 e sading morn +» ing and wee 
ee so ina leading cit; n MORNING 


NEws, ‘oi 0 copies the & eELY 
— 














i 


the 1 

Ews, 4. AF representative family 

—oa pere'ot Dayton, and with their combined 

— on of 14,000 copies daily, thoroughly 
reach the homes of ion. Dayton is a 





envelopes for $8.50. Satisfaction g¢g 
Priste r, Zanesville, O. 


support of the best le in Dayton. For pri 
‘or prices, 
e5 da H.D. Ex STE, 38 Park Park Row, New 
rk. 














PRINTERS’ INK. 


PREMIUMS. 


VS MAGASiEs ie one is an attractive 
‘imes Building, N.Y. 
VES MAGAZINE con ss cam is an attractive 
Times Building, N. Y. 
V ICK’S MA‘ AZINE (200,000) is an attractive 
premium. 38 Times imes Building, N. Y. 


yice’s MAGAZINE (200,000) is - ' ones 
premium. 38 Times Building 
F OR premium pur os - eine 
world’s famous Dress vatiing 
System. Hosking so popeins for in pomcnaing wae 
scription lists. e control its — ppl 5 sale And 
premium machined The “ Fav 
Istering a the only aw x oriona 
ash register. irely new ; just pa age | ev 
e ry merchant B.- .4 to your pa 





come a cumomer. R= Oxford “ Jw or” "sewing 
ae — 
"The only machine 0 of des 
jo The Farm Ranch otheling at mill, 


as indispensable to the fa farmer as the sewing ma- 
chine is to the farmer’s wife. Write for Pa oss, 
Favors iTE mag tg they A Os Dept. 
338-344 Wabash Ave., Chicago, 
ped aes: AF aarie 
MISCELLANEOUS. 


Gor HOUSEKEEPING. Excellent. 

Goo HOUSEKEEPING. Excellent. 

Vy ices MAGAZINE Al + 1—0—= 200,000, 

VV 1ck’s ma SAZINE Ai + 1 — 0= 200,000. 
yrs MAGAZINE Al + 1 —0— 200,000. 
yick’s MAGAZINE Ai + 1 — 0 = 200,000, 
F thigh grad grade printing. THE LOTUS PRESS, 


R. freight charges reduced. AM. TRANS- 
« PORTATION BUREAU, Providence, R. I. 


ig item cabinet photograph | ih and 35c. and receive 
y ge iature photos. G FAIRFIELD, Wind 


Gap, P: 
A A an a. The 
4 new No.6 Retour Standard Typewriter. 

327 Broadway, New Yor! 
6s [ber Post-INTELLIGENCER Seattle has one 
of the four great papers of the Pacific 








Coast.”—Harper’s Weekly. 
ELECTROTYPES. 
Vicks MAGAZINE, N. Y. Has all sorts of 
floral electrotypes. 
VICk’s MAGAZINE, N. Y. Has all sorts of 
floral electrotypes. 
Vicks pee N. Y. Was all sorts of 
floral electrotypes. 


7 ICK’S romps iE, N. Y. Has all sorts of 
types. 


floral electro’ 


je * 1.50 and 7 our best half-tone potas. 
kinds of cuts os Free as a ae 
Write a your wants. CHICAGO = o 
RAVING CO., 185 Madison $ St., Chicago 


LECTROTYPING — Our patent _lieht weight 

4 metal, Bike Conmetons nk, tried once used 
all the time. Good work — mode pe 
WM. T. BARNUM & CO., “New Haven, Conn. 


I F you are an advertiser get Craske’s prices on 

Bg = —— ape rices the best. You 
ask Johnsto nters’ Ink. Address 
CHAS. CRASKE, ry a 47 Rose St., New York. 


i best ad can be spoiled by a poor — nter. 
We display ads so they + < cate he sous 
and also furnish electros. 


STON, Printers’ Ink Press, 10 Press, 10 dl +s uY 


oe ed = your own vg but one tine 
can’ our own -_. 
Think of us; y$1 50 for best half’ tone cut; Hore 
like that and work the best. Bs. OTO 
ENGRAVING CO., 185 Madiso: 


CHICAG' 
n St., Chica 
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NEWSPAPER INSURANCE. 


HE YANK, Boston, Mass., Mass., wards off business 
pal ae apm meeies. 





of your 
— by Cy nd cosy renting new No. t Reming. 
ton Typewriter. 


PAPER. 


W E furnish this publication. We --—~ cor- 
respondence from 
all sorts of _ and writi 
kman St, New 


PLUMMER &CO., ork. 





ADVERTISEMENT CONSTRUCTORS, 
AD SMITH. 
I 3 RETT. Ads. 


Bw in ads this week—four for @1. 
RETT 


est 23d 8 


VX ICK'S eAGAniaare own —f will make 
pecial designs for advertisers. 


be ICK’S MAGAZINE’S own artist will make 


pecial designs for advertise: 


yu MAGAZINE’S own sae will make 
special designs for advertisers. 
Rip ny ty own artist will make 
designs for advertisers. 
snail for advertisers. CHARLES A. 
WOOLFOLK, 46 Main St., Louisville, Ky. 
pp? yon wants more business | Iam expert at ad 
writing. H. MARSDEN, Newtonville, Mass. 
M* advs cost $leach. Tells the story. I’m new 
i to you. WILL M. CLEMENS, Box 1716, N. Y. 
Tee MY many clients who came to me through 
PRINTERS’ INK: I wish wa a hepey and 
prosperous New Year. JED SCARBOR é! 
PREPARE original advertising matter of the 


better class. nd data and stamp for sam- 
pes . CLIFTON WADY, Somerville (Boston), 


OR high-grade printi THE LOTUS PRESS 
"Fons eearatseaeye TELOTcs Pees 


- a > 








Gos 5 gk —- LC -y oft af mie *tis no 

tter ads 
ont aS vk. cand ¢ c heap. E. L. SMITH, 
Codman Bldg., Boston 


NEAT: sensible ads made. Busy and desire 
mostly technical, chem: ical, medical and pat- 
ent subjects. Knowthem well. Ads each $1 on 
mostly R. L. CU! URRAN, I Box 899, Chicago. 


Bosineay seine! Aes Needs a tonic! Wanta 
remed © or three sahent pointers 
you. er with a stamp. will merita 
Hite da ¢Sidg., Washington ; iquitable 
D 5 
Bidg., Baltimore. 


Bows FOR Busines The new No. 6 Rem- 
ington Standard Typewriter. Retains the 
essential features “¥ simple ard durable con- 
struction which have ie the name and main- 
tain the fame of the Remington, and advance 
them to a higher stage of development. 


\ EDICAL ADVICE is necessary in writing ads 
4 on medical subjects. I have the best phy- 
sician in this city for consultation. | talk over 
my subjects with him, and - et, my work 
from all points. The result: Medical ads that 
are right—technically correct, and written so 
that Zz ma Bod pry by any one. mae 
kind of an a cost more 5 a, others-~ 
$50—they’re word oa cost. W. BRE ° 961 
Broadway, New Yor! 


6“ | i moves I tT ougiio to tell you that — 


and the chea) 
too.” So Bo mid one of the most prominent adver- 
tisers “ the country, to me e had given carte 


to five advertisement constructors to do 
ara I wanted 
ant yours— 


of an 


Building, New ork, 





14 PRINTERS’ INK. ; 


Com. now, eb be the judge  ceaneangy PB the 
matter isn’t tirst-rate si for 
-book. If it is first-rate z, —= 
one retail ad, for short circular, 
for Roeyiots. aye M. —. Box 
particular to 


But be send iy of 
ete < to write about. ci 


MERCANTILE LAW. 


eee & THOMAS, Commercial Law- 
Cmaha, Nebraska Collections of 





EWSPAPER stverticing dose not poli 
IN the entire field. Booklets and catalogues 
are just as important. We have printed some 
very ane ones. Tasteful in the 
ment of type and illustrations, and correct and 
picecing in the combinations of the colors of 
used. This kind of advertising should be 
Sp hy The better, the cheaper. 
‘ou want % ney if SPSS can ra improved, 
a er it to high-grade 
printers, 19 wae 23d St., 


N ANUFACTURERS and others who contem- 
‘ plate a campaign of circulars, booklets and 
be as during 189% are invi to correspond 
ge Re experience with and observa- 
on of. such ti ings fit me for the preparation 
of both , plane and matter. I can extremely 
musiness men who wish to rid them- 
selves of. - details of such advertising. 1 have 
a record of success in this sort of work, and can 
refer to F. of the most Cg og ng ee 
tisers in America. want r important 
work.” CHARLES AUSTIN BATES, 1413-1414— 
1415 Vanderbilt Building New York. 
USINESS men who gee A in poy B pore 
can most profitabl, ey my 
There are ee oppo! anit ‘or cons) Selaueies 
bony rise in trade r ——— ng in 
er. So few w are there wh in eey proper at 
tention to it that the veamy beg bright, geo fresh 
vertisements command immediate a 
The advertiser's we 4 doesn’t stop - 2, - the con- 
tract only commences 
Trouble is most wx. ess men are too busy to at- 
tend to the matter of comeing fone copy. In 
a big business a $500 cont: th a trade paper 
is so small a thing that it is often forgotten, and 
50 per cent of the $500 is wasted. I will prepare 
a series of 12 good ran hee for trade 
parers for from $25 ag te The ads vary so 
ong ea in character and size Sthat it is impossible 
to fix a price before I know all about the require 
ments of the case. About nine times in ten, 
however, I can write 12 advertisements for #50 or 
$60. Illustrated — J wr 2 more, of cmeres. I 
have a few sam this sort of work. 
CHARLES "AUSTI BATES. 1413 1414 1418 Van- 
derbilt Low aa “* Ads that sell goods.”’ 


batt generally ct get what I pay for and 

iced things are op tl eir price. 

The other ty a visitor said to “One hun- 

Oh for writing t that’ pooklet ! Ri 
it done for twenty-five.” Itold him 


‘ine. 

it that way in other professions. Some eee 
and doctors and and d id 
ten times as much as others. —and they give bet- 
ter service. My work in advert he a amg 
market value than that of some other writers. 
suppose if I were not at my present cas 
I would have tolowerthem. As it is,they have 
been constantly going =f: I don’t fix the price 
of the work. Itis fixed by the demand there is 





for it. 1 hold my old clients at inc pri 
—that proves a deal. I am _ busy all the 
time—that proves more. It an nm a long 


time since I have been even with my orders. 
Generally I have about a month’s work waiting 
for me. I want the important work of ad- 
vertisers. I offer them a trained brain, devoted 
exclusively to advertising, and supplemented 
with the best facilities and the best office uip- 
ment in this line. It means a great deal to have 
convenient offices and all the reference books 
one needs. It means a great deal to have cata- 
logues and printed matter of every conceivable 
business all classified and indexed sont for use. 
It means a great deal to have everything thor- 
ough! tized and to be ina location that 
puts one in touch with the leaders in advertising, 
engraving, printing — kindred trades. It 
means much to have the best business —_ in 


There is 
and th hat eh val ct ie sind lots of 
and t) ou. a reasonably price or 
x ARLES USTIN B 


Ww. Au ATES, 
}ais-1a1j-1415 S vanderbilt Bldg., N 


app lication gratis. us. Reference: W. 


& J. Sloan, New York City. 


—_+o+—__—_ 
STREET CAR ADVERTISING. 
J OHNSON’S figures are never beaten. 


A. J. JOHNSON, 261 Broadway, New York City 


\ RITE TO FERREE, First National Bank 
Bidg., Hoboken, N. J. 


| ee? street car advertising in New England ad- 
dress M. ee Times Bidy., N. Y. 


re Street Car Adverti ising, every where, 
EO. W. LeWiSco.oirard jdg., Phil’a, Pa. 


Bs inducements for advertising on the ele- 

vated railways New York, Brookiyn ane 

street cars everywhere. Rates and Ori 

sketches free. COHN BROS., Temple Court, my 
Si seienelcaigs niadicniaona 


BOOKS. 


Of Becks ‘bought and sol and sold. Send stamp foi 
A. J. CRAWFORD, 312 North 
7th St., St. ious. 4 ty 


cores of Fowler's aE B Duildt 
ered at each E. RK, 
! O. Box 708, Denver, Golo. Colo.” 
D*iinte. SIGNALS, a manual of og 
ints for general advertisers. 
50 cents. Address PRINTEKS’ INK, 10 
Bere St., New York. 


“7 ean ASTROLOGER, contin- 

his calendar for 1895 free to 

those who, in spite of all the humbug palmed off 

under its sac’ name, still cling oe the convic- 

tion that there is a true astrol in the heav- 

ens, even if they have found no true interpreter 

hat of Columbus, their faith is sublime 

and deserves its reward. One two-cent stamp to 

A the way is all nse need to send. “Zachariel’’s 

klet ten a How the flashlight of scien- 

ie asti ul ights up life’s pathwa: = 
H. SCHWA ¢ ER, Box B 1254, New Orleans 











arte msec emda a 
ADVERTISING NOVELTIES. 
F°% gp igh grade printing. THE LOTUS PRESS, 


TICK’S MAGAZINE first-class novelt 
\ advertisers. None others taken , 


T1CK’S MAGAZINE pays first-class novelty 


advertisers. None bthers taken 
Vy icks MAGAZINE | pays first class novelty 
advertisers. None others taken 


L be~*- MAGAZINE pays” pays first class novelty 
ertisers. None others taken 


(sr we 4 booklets. Try a } B., a hundred inkstands 
7 H. D. PHELPS, An- 
ostetat — 


oe HANDLES, consi considering cost, give the 

best result of any advertising article. Sam 

ples of three kinds mailed. 5c. Cmabo nes of our 

pres free. TIE CO.. Unadilla, N. 

OR the purpose of inviting announcements 

of averting Novelties, likely to benefit 

reader as well as advertiser, 4 lines will be in- 
serted under this head once for one dollar 


ARRANGED BY STATES. 


Advertisements under this head, two lines or more 
without display, 25 cents a line. With display or 
pry oe ‘aced the price is 50 cents a line. Must 

be handed in one week in advance. 


ALABAMA. 


LABAMA papers are shy about exploit 
A their merits. : ye 




















‘ por nn ema Nn : 















































PRINTERS’ INK. 15 
ALASKA. ILLINOIS. 
] O Alaska paper is big enough vo advertise in | by dyads pd A by its ne nd city, Illinois 
N se is strong on posters ape een ae 
ARIZONA. 
. INDIANA. 
A papers are too modest to advertise 
The Big Weekly of the West. 
ARKANSAS. 4x TarBUNt, of Indianapolis, Ind., 
is the iatgest WEEKLY publiched 
"[ BE bet be od in this State hesitates about 
IOWA. 
CALIFORNIA. QHREWD advertisers should see that their 
O8 ANGELES TIMES—Southern Calitornia’s It is tha lecdine dally eed weeks in Eastern and 


4. great daily. Foremost advertising medium. 


COLORADO. 


c YOLORADO papers want page | y vorvioomente 8 





Northern towa, and has a large circulation in 
lowa, Northern Illinois ‘and Southern Wisconsin. 
Its rates are a CS a circulation than 
o.her papers in the ing advertisers 
use it, why shouldn” t yar Send for sample cop- 
ies and rates. 





and have no use for small 


























KENTUCKY. 
CONNECTICUT. \W' Ast to sell ane to earasmnen § KEN- 
TUCKY STocK Far™ reaches th 
weeny TIMES: Hartford, com LOUISIANA. 
T THE UNION, S°. *N PRESBYTERIAN, New Orleans, wkly cir. 
+ ‘one Conn over Ala., Ark., Fla., La., Miss., Tenn., Tex. 
Daily, 7,5 Weekly 3,500. 
Western oe we ie Shorougly covered by the 
V a pile BI Bld “THE UNION Pt PUBI SLISHING ee 
ander! ¢. 4 3 “4 DSin THE INDEPEN 
vO , Bridgeport, Con: a. Ls ~~ _aeeminaton, ~_ 


THE TWO A HERALDS. 


WATERBURY SUNDAY HERALD. 
BRIDGEPORT SUNDAY HERALD 


Every nook ont corner in the Nutm ata is 
covered by them. By s trains an pony 
expresses these two papers are aie ora g unday 
morning all over Connecticut. Special editions 
are sent inio Hartford, New Haven, Meriden, 
Danbury and Ansonia. 

80,900. 150,000 Readers. 


cir 


THE HARTFORD TIMES. 








Wu O. Burr, Publisher. 
RuFvs H. Jackson, Bus. Manager. 
Daily— 12.500 circulation. 


The great advertising medium for reaching the 
Nutmeg State. 


Weekly—7,000 circulation. 


Perry LUKENS, Jr., New York Representative, 
73 Tribune Buildin 


DELAWARE. — 


I such a little State. 


DISTRICT OF COLUMBIA. 


wees eee space and dieplay than can 














FLORIDA. 


[REST ST. - AUGUSTINE § ENEWS WS reaches the e right 


kind of me at thi ht time and in 
right way. Pra G. BAR Y, pub..Utica, N.Y. 








IDAHO. 
ADVERTISING in PRINTERS’ INK costs too 
much, unless one has something really 





BANGOR COMMERCIAL. 
J. P. Bass & ©o., Publishers, Bangor, Me. 





Daily average, nearly nearly 5,000 copies. 


Weekly average, over over 16,000 copies. 


PERRY LUKENS, JR., New York Kepresentative, 
73 Tribune Building. 


MARYLAND. 


1 take much stock in advertising; but 
when it must be done wants more space. 











MASSACHUSETTS. 


40 WOKDS, 6 gays, 50 cents. ENTERPRISE, 
Brockton, Mass. Cir 7,500. 
\ ’ ONDERFUL !—Send 10c. to FRANK HARRI- 
SON, Boston, Mass.,and see what you will get. 
7 EW BEDFORD ( Mass.) JoURNAL. Daily aver 
age over 4,000. Remember us when placing 
in South nM eae ad 




















MICHIGAN. 


[etaort SUNS, 118,000 weekly. 








] UCHANAN, Mich., is booming. Every citi- 
zen reads the RECORD 
GAGINAW COURIER-HERALD. Daily, 6,000; 
Sunday, 7,000; weekly, 14,000. 
yecmaw COURIER-HERALD is delivered di- 
rectly into the homes by its own carriers. 
J AGINAW couma HEBALD. 
in No. Mich. Full A; d Press di chen. 
PFtRolr SUNS, a caaiaamia and SUNDAY, 
circulation, 118,000, are profitable mediums. 
G RAND KAPIDS DEMOCRAT, the } “yy 8 = 
¥ per in Michigan, outside Detroit. 13.000 aily. 
AGINAW evening and weekly NEWS. Largest 
S Jations in the Sagi Walley, Michigan. 



































16 PRINTERS’ INK. 
NEW MEXICO. 


D ETROIT ILLUSTRATED SUN, weekly, 97. 
SUNDAY SUN, e Onty. Adv. office, i7 Tem: 

yn og Bt bay gh inspectio f ad sdvertisera 
me ways open n oO vi rs 
or their represe: recomtatives 

ESULTS— Advertise where ‘ou will get 

the TuLUSTI Adve’ re are @ ell leased 
with ILLUSTRATED and SUNDA SUNS, 
| nay me Adve: ertiing office, 517 Temple 
pease, 5 iew York Sins Wr van for full particu 











GgnnAW COVEIBK- Hr RALD is the sea 
\ newspaper in Northern Michigan. Issu 


4 

city in Mic ‘0. 
dress H. D. LACUSTE, 38 
MINNESOTA. 


T= DULUTH NEWS-TRIBUNE — The only 
morning daily paper. | Established in 1879. 
ag ad at ae head of the Great Lakes, 


Park Row, New York. — 











weekly editions New rates ot subscription : 

Daily and Sunday, per annum, $5; daily and 
Sunday, ~ ew i 4 per annum, $4; 
daily, eee nth, de. ; per month, $1. 

PER AY LUKENS. Jr.. Eastern n Advertising Agent. 
73 Tribune ns, "New York antier, 
Editor and M 








MISSISSIPPI. 


L™ the violet seeks seclusion. 








MISSOURI. 


et oo years ofage. The MED. HERALD 
oseph, Mo. Send for sample copy. 

SRGLD DE DES ‘GLAURBENS, St. Louis, Mo. Est. 

1850. Cir 33,000 Brings results. 

[= PACKER, Kansas City, Mo. Fifth in cir- 

culation of Missouri newspapers. First in 

circulation of the trade papers of America. 
Reaches meat packers. butchers, stockmen, 

cers, general merchants, grain and pr nee 

shippers and receivers. Best market paper pub- 














MONTANA. 


NACONDA STANDARD. Circulation three 
times greater than that of any other daily 
or Sunday paper in Montana: 10,000 copies daily. 











NEBRASKA. 

65 @rC.  FREIE PRESSE, __ 6ic. 
ingen — 65c. 
65c. pe 65e. 

Write for p paition ttiars. __ b5e 
NEVADA. 





Ts WEEKLY COURIER, Genoa. Six pages. 
All home print. Leads in Nevada. 





NEW HAMPSHIRE. 


ADVERTISES for ee | boarders only, and 
they are not in season 








NEW JERSEY. 


POPULAR adv. mediums: Bridgeton (N. J.) 
Ev’e News, 3,600; Bridgeton (N. J.) DOLLAR 
WEEKLY News, 1,600. Rowell guarantees circ’n. 
THE EVENING JOURNAL, 
JERSEY CITY’S 
FAVORITE FAMILY PAPER. 
Circulation, - - - - 15,500. 
Advertisers find (fT PAYS! 











To dry to advertise much. 


NEW YORK. 


000. 
kies, 184,519. Fact 








Vira 





\ 7 ICK’S 200,000, 
East of Rockies, 184,519. Fact. 
fe = 'S 200,000. 
of "Rockies, 184,519. Fact. 
Vers 200,000. 
of Rockies, 184,519. Fact. 
‘BREE trial tee 25c. in Watertown (N. Y ) 
HERALD—3v,000 readers. 
‘OR any good business it will pay to use THE 
KFS HRISTIAN ApvocaTE, New Yo =f Ci ‘ity. 
pHE NATIONAL PROVISIONER, organ of the 
meat & provision industries, 284 Pear! St.,N.Y. 
- LADIES’ WORLD 
Cire’ 




















Wil 
8. H. MOORE & CO. ers, 
New York, —" p. send it, together 
with an estimate on your advertisement. 
RaTE Low! CIRCULATION LARGE! 
;; M. LUPTON’S popular periodicals, THE PEO- 
* PLE’s HOME JOURNAL and THE ILLUSTRATFD 





each issue. Advertising rates, $2.00 agate 

line, A. time and space discounts. For 8 sample 

oo ies and further a oe Ff = 
UPTON, publisher, 106 & 108 Reade St., 


THE HOUSEWIFE, 


81 Warren 8t., N. Y. 


Circulation 75,000 Copies Monthly. 
Send for New Advertising Rates. 
Ask for Special Rates for Advertising in 


Texas Siftings 


BEFORE THE ADVANCE. 
ALL AGENCIES 


Albany’s Most Popular Daily. 
Circulation 17,400. 


Albany’s Great One-Cent 
Newspaper. 


This is to certify that i Clreulation of 
THE DAILY PRESS AND KNICKER- 
BOCKER Ix Constantly Increasing and that 
the namber of copies Stee this day was 
17.404 W. D. KELLY, PRESSMAN. 
State a New York, City and County of Albany. 

Sworn to before me this 16th nbd of hel 
ber, 1894. Joun J. Ga 

Notary Public, ieeny: N.Y. 


THE PRESS CO., Publishers, 
Press Bidg., Albany, N. Y. 











Ten Cents per Ba ng mt for — Dally and 
ay I 





The Leading Illustrated Paper of 
America is 


LESLIE’S WEEKLY. 


Every Live Advertiser recognizes 
this fact and acts accordingly. 
Send for Rates and Copies, 
WituiamM L. MILLER, Advertising Manager, 
110 Fifth Ave., New York, 














PRINTERS’ INK. 17 
NORTH CAROLINA. SOUTH DAKOTA. 
] »REFERS local patronage, which pays better. N OTHING to advertise. 





NORTH DAKOTA. 


TEXAS. 





b see cold to advertise in the winter. 


OHIO. 


’ | ‘HE BREWS the only Sunday paper in Zanes- 








| + cire’n of any Prohibition paper in 
nation: BEACON AND NEW ER,, Springfield, O. 
|) 4E70 MORNING | =— ,and EVENING 
NEWS. Combined 14,000 daily. 
 s WW OUNGSTOWN VINDICATOR, 7,800 daily, 5. 
weekly. Leading newspaper in Eastern Ohio. 


661P.\ HE leading Ohio y mye tee THE hg a 
= Cans -—seceives the A iated Press 
port.”—New York W% 
T= TRI-STATE GRoczn visits th p grocers am and 
roduce merchants of Ohio, Ind. and Mich. 
weekly. If you are not in it, it will pay. you to 
write to TRISTATE GROCER CO., Toledo, O. 


pes. Ohio, has grown to be a city of 13,000, 
t is the third city in this country in ‘the 
———- of eae oil, and * ig brand” of 

wboard stands at the head ere are only 
13 cities in Ohio 1 manufacturers pay a 
greater amount for labor.—New York Tribune. 


[PRE Piqua, Ohio, CALL is the ny F daily paper 
between Toledo and Dayton and Colun: 
and Indianapolis which zeouves wire news— 
having the exclusive Associated Press franchise. 
It dng a circulation of ibe e mien ais oo and se 
rogressive newspa' so is connec’ 
by y electric railway with Tro hio --a town 
seven miles distant. having a ion of 4,000, 
and a whip CALL has a greater circulation in 
Fas han any Troy daily. For prices for space, 
copies of the paper and any further informa- 
tion, address H. D. LaCOSTE, 38 Park Row, N. Y. 


OKLAHOMA. 


° = Bh td yd a the cepts af 
aper in the Territo meee 
vertising mae the disti: = 
































inct and = e guar- 
— that it has double -¥ paid Garowiation of 
any n reenter» published in Oklahoma. F. B. 
Lucas, Adv. 
OREGON. 





VW ’ ANTS more space—or none. 





PENNSYLVANIA. 


@CRANTON (Pa.) REPUBLICAN has the largest 
circulation of any 8 ton paper. 








7) DUCATIONAL INDEPENDENT, school w’kly. 
‘4 EDINBORO PUB. CO., Edinboro, Pa. 
| Bertone READERS and a good circula- 
pM, are what advertisers receive in the 
Times. 30,000 well-to-do, intelligent 
people read the TIMES w: ith their Bang every 
Boor WALLACE & SPROUL, Cheste: 
[ STELLIGENCER—oamux and WEEKLY, 
Doylestown, Pa. 
For guaranteed circulation see 
Rowell’ ere Always 


praes. od mediums for 
advertisers’ purposes. 


RHODE ISLAND. 


Cee GUARD, Providence, R. 1. ; nl cir 
000 ; paid up ) subscription list 


‘SOUTH CAROLINA. 














Te. daily edition of THE STaTE, Columbia, 8. 
he most popular paper in no ap — 

South Carolina towns. The 

reaches over 1,000 post-offices outh Carolina. 


in Sow 


P'ias BAPTIST LA) 8 can Texas, 

has a bona fide weekly issue copies. 

Baptist WATCHMAN, of = Inahen Territory, 

A the BAPTIST OBSERVER, iin Texas, 
have been absorbed by the 3 STAND. ARD. 


rae POST = Houston, r=xss. 


Hit a LARGER REGULAR d is = aa 
aD 

ell’s L rectory Rk a forfeit of 
BECKWITH, Sole Agent Foreign Adv: 
New York and Chicago. 


UTAH. 


W ANTS more space or none at all. 


VERMONT. 
To pate me Lap d NEWS oan = on 
um; 
culation. Only pete ok paper sy ty ont. 


WASHINGTON. 


WEATILE POST-INTELLIGENCER. 





a do 
10, $8 Cc. 
rtising, 























ee IN uae Fou. 7 eK? has one 
of the four fa rs of the Pacific 
Coast.”’—Harper’s ct 
’ ps TYPC 1GRAPHICAI, REVIEW reaches all 
rinters in Oregon, Wash’n and British Col- 
umb! Want to reach them?! Box 1117, Seattle. 
gy Rares POST. at te a ac 
ertisers le the cree 
crn othe. 1-6 in the St Sate of W 
Bidg. C.A. HES, M 
STRANK RICHARDSON Special Agent. Tab: 


une Bidg. 
« SPOKESMAN-RE ~REVIEW 
id KEVIEW 








~o! of an 
E 





THE 
a E 


tion Spokane, 1881, 500 ; 

present nistesy of ‘Spokan e has been marvelous ; 
Its aagy Oo will be tite wonder of Western civili- 
gat recognized exponent 
of all the best meer ty of Spokane and | the vast 
country tributary to 


WEST VIRGINIA. 


‘0 occasion to advertise since the passage of 
i the Wilson Bill. 


WISCONSIN. 


OYCOTT’S NEWS BUDGET, Spage weekly. 
Over 12,000 circulation guarant 

Ee! SIOR, Milwaukee, Wis. The leading 

German Catholic newspaper in Northwest. 






































W ISCONSIN AGRICULTURIST, Racine, Wis 
circulation of any English paper 
in Wisconsin 
WYOMING, 
[THE ladies will not allow its newspapers to use 
PRINTERS’ INK. 
CANADA. 
W ANTS reciprocity—not advertising. 
so. & CEN. AMERICA. 
are d advertisers use 
PANAMA STAR & HERALD, 








18 PRINTERS’ INK. 


CLASS PUBLICATIONS. 


Advertisements inserted serted under this heading, in 
the a: late class, cost 25 cents a line, coo 
i : line, without y or Ke 
‘months Yor 65,3 monthe ap ey ae 
fee, Raves mentees oi 
month, for each line e of pearl pearl space occupied. 

ADVERTISI ‘TISING. 

Printers’ Ink, New York. 

AFRO-AMERICAN. 
Freeman, Indianapolis, Ind. 
AGENTS. 
Agents’ Herald, Philadelphia, Pa. 
AGRICULTURAL IMPLEMENTS. 
FARM MACHINERY (Eli). St. Louis, Mo. 
AGRICULTURE. 

HOME AND FARM, Louisville, Ky. 
WISCONSIN AGRICULTURIST, Racine, Wis. 
AMERICAN MECHANICS. 

American Mechanics’ Advocate, Philadel- 
phia, Pa. —_—_—_- 

ANARCHISM. 

Liberty, New York City. 

ANCIENT ORDER OF FORESTERS. 

Ancient Forester, r, Brantford, Ontario. 

ANCIENT ORDER OF UNITED WORK 





Kansas Workman, Minneapolis, Kans. 


ANTIQUES. 


American Antiquarian 3 and Oriental Jour- 


nal, Good H 
ARABIC. 
Kawkab America, New York City. 
ARCHITECTURE. 





INLAND ARCHITECT, Chicago. Best in West. 


ARMENIAN. 
Haik, New York City. 
ARMY AND NAVY. 
Confederate Veteran, Nashville, Tenn. 
ART. 
Art Amateur, New York City. 
ATHLETICS. 
Outing, New York City. 
BARBERS. 
National Barber, Philadelphia, Pa. 
BEE CULTURE. 


Gleanings in Bee Culture, Medina, Ohio. 
‘BLIND. 
Mentor, Boston, Mass. 
BC DH E. M1 1 A N. 
Slavie, Racine, Wis. 
BOOK-BINDING. 
American Book-Binder, Buffalo, N. Y. 
BOOK-KEEPING. 
Book-Keeper, Detroit, Mich. 
BOOKS. 
Book News, Philadelphia, Pa. 
BOOTS AND SHOES. 











Boot and Shoe Recorder, Boston, Mass. 
BOTTLING. 


American Carbonator and American Bot- 
tler, New York City. 


BREWING. 
Brewers’ Journal, New York City. 
BUILDING. 
Carpentry and Building, New York City. 
BUILDING LOAN ASSOCIATIONS. 


Financial Review and American Building 
Association News, Chicago, Ill. 


BUTCHERING. 
Markets, Chicago, Ill. 
CABINET-MAKING. 


American — Maker and Upholsterer, 
New York Cit; 





CARPETS. 


American eg ts.and Upholstery Trade, 
New York Cit o ¥ . 


” ciKRlacen. 
VARNISH, Philadelphia, Pa. 
CATERING. 
Table Talk, Philadelphia, Pa. 
CEMETERIES. 
Modern Cemetery, Chicago, Til. 
CHEMICALS. 


Druggists’ Circular and Chemical Gazette, 
New York C 








CHEROKEE. 
Cherokee Advocate, Tahlequah, Ind. Ter. 
CHILDREN. 
Youth’s Companion, Boston, Mass. 
CHINESE. 


Oriental Chinese News Newspaper, San Fran- 
cisco, Cal. ) 


CHOSEN FRIENDS. 
Rainbow, New York City. 























CLOTHING. 
Clothier and Furnisher, New York City. 
COAL, 
COAL TRADE JOURNAL, New York City. 
COLLEGE FRATERNITIES. ° ® 
Chi Phi Chakett, Newark, N. J. 
COMMERCE. 
Journal of Commerce, New York City. 
CONFECTIONERY. 
Confectioners’ Gazette, New York City. 
CREEK. 
Anpao Kin, Madison, S. Dak. 
CREMATION. 
Urn, New York City. 
CROCKERY. > 
a and Glass J Journal, New York 
CULINARY. 
Hotel and Restaurant, New York City. 
CYCLING. 
Cycling, Philadelphia, Pa. 
DAIRYING | 
Hoard’s Dairyman, Fort Atkinson, Wis. 
DANCING. 
Galop, Boston, Mass. 
DANISH. 


Posten and Ad Vernen, , Decorah, Iowa. 
DEAF, DUMB AND BLIND, i 
Mentor, Boston, Mass, 








DECORATING. 
Painting and Decorating Philadelphia, Pa. 
DENTISTRY. 
Items of Interest, Philadelphia, Pa. 
DRAMA. 
Dramatic Times, New York City. 
DRUGS. 


ists’ Circular and Chemical Gazette, 
ork City. 


DRY GOODS. 
Dry Goods Economist, New York City. 
EDUCATION. 
Popular Educator, New York City. 
EDUCATIONAL INSTITUTIONS. 
Guardian, Waco, Texas. 
ELECTRICITY. 
Electrical World, New York City. 
ELECTROTYPING. 
Lithographic Art Journal, New York City. 
EMBALMING. 

Embalmers’ Monthly, Sioux City, Iowa. 
ENGINEERING. 
Locomotive Engineering, New York City. 
ENGRAVING. 

Engraver and Printer, Boston, Mass. 
ENTOMOLOGY. 
Entomological News, Philadelphia, Pa. 
EXPORTING. 
yobeiah- American’ Trade Journal, St. Louis, 
0. 





Dru 
New 














EXPRESS. 
ABC Pathfinder and Dial Express List, 
Boston, Mass. 
FANCY GOODS. 
Fancy Goods Graphic, New York City. 

















FASHIONS. 
, x Queen of Fashion, New York City. 
FINANCE, 
Financier, New York City. 
FINNISH. 
New Yorkin Lehti, New York City. 
FIREMEN. 
Firemen’s Herald, New York City. 
FLORICULTURE. 
} ayflower, Floral Park, N. Y. 
> FREEMASONRY. 


Masonic Home Journal, Louisville, Ky. 
FREE THOUGHT. 

Free Thinkers’ Magazine, Buffalo, N. Y. 
FRENCH. 

La Presse, Montreal, Quebec. 
~ FUR. 

' See Hats, Caps and Furs. 

FURNISHING. 

Decorator and Furnisher, New York City. 

FURNISHING GOODS. 
Clothier and Furnisher, New York City. 
FURNITURE. 
American Furniture Gazette, Chicago, Tl, 

















PRINTERS’ INK. 


19 
GAS. 
Water and Gas Review, New York City. 
GEOLOGY. 
American Geologist, Minneapolis, Minn, 
GERMAN. 
wan Haus und Bauernfreund, Milwaukee, 
8. 


GLASSWARE. 
ew and Glass Journal, New York 
ty 


GLOVES. 
Glovers’ Journal, Gloversville, N. Y. 
GRAND ARMY. 
Home and Country, New York City. 
GROCERIES. 
Grocers’ Criterion, Chicago, Ill. 
HARDWARE. 


THE HARDWARE DEALER. Actual average 
circulation past year, 8,430. 78 Reade St., N. Y. 


HARNESS. 
National Harness Review, Chicago, Ill. 
HATS, CAPS AND FUR. 
American Hatter, New York, N. Y. 
HEBREW. 
Jewish Gazette, New York, N. ¥. 
HISTORY. 
Historia, Chicago, LL. 
HOLLANDISH. 
De Grondwet, Holland, Mich. 
HOMEOPATHY. 
HOM@OPATHIC RECORDER, Philadelphia. 
HORTICULTORE. 


American Farm and Horticulturist, Rich- 
mond, Ind. 











HOTELS. 
Hotel Register, New York City. 


HOUSE FURNISHING. 


American Artisan, Tinner and House-Fur- 
nisher, Chicago, Il. 


HOUSEHOLD. 
Ladies’ World, New York City. 
HUNGARIAN. 
Onallas, Hazleton, Pa. 
HYGIENE. 
Dr. Foote’s Health Monthly, New York City. 
ICELANDIC. 
Helmskringla, Winnipeg, Manitoba. 
IMMIGRATION. 


Des Ausw -3 4 und Deutsche in Amei 
ica, New York Cit; 


rmiteuee TS. 
Farm Implement News, Chicago, IIl. 
IMPROVED ORDER OF RED MEN, 
Wampum Belt, Boston, Mass. 
INDEPENDENT ORDER OF GOOD TEMP 
LARS. 








ama Good Templar, Minneapolis, 
nn. 


INDIAN LANGUAGES. 
Anpao Kin, Madison, S. Dak. 
INSURANCE. 
Indicator, Detroit, Mich, 














20 PRINTERS’ INK. 


INVENTIONS. 
Scientific American, New York City. 
IRISH. 
Gael, Brooklyn, N.Y. 
ION 
Iron Age, New York City. 
IRRIGATION. 
Irrigation Age, Chicago, IIL 
L’Italia, Chicago, Ill. 
JEWELRY. 
Optician and Jeweler, New York City. 
JEWISH. 
American Israelite, Cincinnati, O. 
JUVENILE. 
Youth's Companion, Boston, Mass. 
KNIGHTS OF HONOR. 
Knights of Honor Reporter, Boston, Mass. 
KNIGHTS OF LABOR. 


phia 
KNIGHTS OF PYTHIAS. 
Pythian Journal, Indianapolis, Ind. 
LABOR UNIONS. 
Carpenter, Philadelphia, Pa. 
LADIES’ WEAR. 
Apparel Gazette, Chicago, Il 
LAW. 
National Reporter System, St. Paul, Minn. 
LEATHER. 
Wool and Hide Shipper, Chicago, Ii 
LIQUORS. 


Bonfort’s Wine and Spirit Circular, New 
York City. 


LITERARY REVIEW. 
“TO-DAY,” Phila., Pa. The $1 Review. 
LITHOGRAPHY. 
Lithographic Art Journal, New York City. 
LITHUANIAN. 
Garsas, Shenandoah, Pa. 
LIVE STOCK. 
American Swineherd, Chicago, Il. 
LUMBER. 
Northwestern Lumberman, Chicago, Ill. 
MACHINERY. 
MACHINERY, 413-15 Pearl St., New York. 
MARITIME. 


Lewis & Dryden’s Railway and Marine 
Gazette, Portland, Ore. 


MATRIMONIAL. 
Climax, Chicago, 1. 
MECHANICS. 
Power, New York City. 
MEDICINE AND SURGERY. 
MEDICAL SENTINEL, sworn cir. Portland, Or. 
MERCANTILE PURSUITS. 
Business, New York City. 
METALS. 
Scientific American, New York City. 























vagy of the Knights of Labor, Philadel- 
» Pa. 


Ornithologist and Oologist, Hyde Park, 
Mass. 


zette, Chicago, I 


Bulletin, New York 


MICROSCOPY. 
Te Microscopical Journal, Washing- 
MILLING. 
Roller Mill, Buffalo, N. Y. 
MINERALOGY. 
Minerals, New York City. 
MINING. 
Bagjneeting and Mining Journal, New 
York City. 
MISCELLANEOUS. 


Trained Nurse, New York City. 
MUSIC AND DRAMA. 

Drama ic Times, New York City. 

NAVY. 
Confederate Veteran, Nashville, Tenn. 
NEGRO (AFRO-AMERICAN). 
Freeman, Indianapolis, Ind. 
NEWSPAPERS. 


Newsdealers’ Fulihew and Stationers’ 
Bulletin, New York Cit 





NORWEGI Titeor 
Amerika, Chicago, Ill. 
NOTIONS. 
Fabrics, Fancy Goods and N otions, New 
York City. 
NUMISMATICS. 
American Journal of Numismatics, Bos- 
ton, Mass. 


ODD FELLOWSHIP. 
ee Odd Fellow Review, St. 


Paul, Min 


OOLOGY. 
Oologist, Albion, N.Y. _ 
OPTICS. 
Optician and Jeweler, New York City. 
ORNITHOLOGY. 





PAINTS AND PAINTING. 
Painters’ Journal, Baltimore, Md. 
PAPER. 
Paper World, Springfield, Mass. 
PASTRY. 
Confectioner and Baker, Chicago, ILL. 
PATENTS. 
Scientific American, New York City. 
PATRONS OF HUSBANDRY. 
American Grange Bulletin, Cincinnati,Ohio. 
PATRONS OF INDUSTRY. 
Michigan Patrons’ Guide, St. Louis, Mich. 
PENMANSHIP. 
Western Penman, Cedar Rapids, Iowa. 
PERFUMERY. 
American Some Journal and Perfume Ga- 








PERIODICALS. 
Newsdealers’, a and Stationers’ 


psa CY. 
Pharmaceutical ‘Journal, Detroit, Mich. } 


iallietiedaenn 














PRINTERS’ INK. 2t 








PHILATELY. 
wae nilatelic Journal of America, St. Louis, 
PHOTOGRAPHY. 
Developer, New York City. 
PLUMBING. 
Plumbers’ Trade Journal, New York City. 
POLISH. 
Ameryka, Toledo, Ohio. 
PORTUGUESE. 
O Novo Brazil, New York City. 
POSTAL. 
av: 8. Official Postal Guide, Philadelphia, 
PRINTING. 
Inland Printer, Chicago, Ill. 
PROHIBITION. 
Beacon, Springfield, Ohio. 
PROVISIONS. 
National Provisioner, New York City. 
RAILROADS. 





Locomotive Engineering, New York City. 
RAILWAY EMPLOYEES. 
Fees Trainmen’s Journal, Galesburg, 








REAL ESTATE. 
gion Estate and Building Journal, Chicago, 


RELIGION. 
Advanced Quarterly, Philadelphia, Pa. 
ROAD MAKING. 
Good Roads, New York City. 
ROYAL ARCANUM. 
Royal Arcanum Journal, Wooster, Ohio. 
RUSSIAN. 


Amerikansky Russky Viestnik, Mahanoy 
City, Pa. 





SANITATION. 
Dr. Foote’s Health Monthly, New York City. 
SCIENCE. 
Scientific American, New York City. 
SEA FOOD. 
Fishing Gazette, New York City. 
SEWING MACHINES. 
Sewing Machine Advance, Chicago, Ill. 
SHOES. 
Boot and Shoe Recorder, Boston, Mass. 
SHORTHAND. 
Phonographic World, New York City. 
SILKS. 
Silk Herald of America, Paterson, N. J. 
SCANDINAVIAN. 
Skandinaven, Chicago, Tll. 
SLAVONIC. 














Amerikansko Slovenske Noviny, Pitts- 
: SOAP. 
American Soap Journal, Chicago, Ii. 
SOCIALISM. 
Die Flacke, Chicago, Ill. 
SOCIAL GAMES. 
American Checker Review, Chicago, Ill. 


burgh, Pa. 


SOCIETIES (MISCELLANEOUS). 
Michigan Maccabee, Port Huron, Mich. 
SONS OF VETERANS, 
Sons of Veterans’ National Reveille, Chi- 


cago, Il. 
SPANISH. 
yp ipante-Ammetionm Trade Journal, St. Louis, 
SPORTING. 
National Police Gazette, New York City. 
STATIONERY. 


Newsdealers’, Publishers’ and Stationers 
Bulletin, New York City. 


STREET RAILWAYS. 
Street Railway Review, Chicago, Ill. 
SUNDAY SCHOOL. 


SUNDAY SCHOOL ADVANCE (interdenomina- 
tional) Lyons, Mich 


SURGERY. 


American Medico-Surgical Bulletin, New 
York City. 


SWEDISH. 


Svenska Amerikanska Posten, | {inneap- 
olis, Minn. 


T4Il-ORING. 
Tailor, New York City. 
TANNING. 
Wool and Hide Shipper, Chicago, Ill. 
TELEGRAPHY. 
Journal of the Telegraph, New Yor « City. 
TEMPERANCE. 
Union Signal, Chicago, Il. 
TEXTILE. 
TEXTILE WORLD, Boston. Largest rating. 
TOBACCO. 
WESTERN TOBACCO JOURNAL, Cincinnati. 
TRUNKS. 


Trunk and Leather Novelties Review, 
Philadelphia, Pa. 
UNDERTAKING. 
Western Undertaker, Chicago, Ii. 
UPHOLSTERY. 


American Carpet and Upholstery Trade, 
New York City. , 


VEGICLES. 
FARM MACHINERY (Eli), St. Louis Mo. 
VOLAPUK. 
Volaspodel, New York City. 
WATCHMAKING. 
Optician and Jeweler, New York City. 
WELCH. 
Y Drych, Utica, N Y. 
WINE. 
Bonfort’s Wine and Spirit Circular, New 
York City. 
WOMAN’S RELIEF CORPS. 


Grand Army Advocate and Woman’s Re- 
lief Corps Magazine, Des Moines, Iowa. 


WOMAN SUFFRAGE. 
Woman's Tribune, Washington, D.C. 
YOUNG MEN’S CHRISTIAN ASSOCIA- 

TION. 











Young Men’s Era, Chicago, Ill, 
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An Explanation. 


A correspondent who reads PRINTERS’ INK has torn out an adver- 
tisement that has long appeared in its columns, and sends it to me 


with the pertinent inquiry: ‘‘ Why don’t you use your own ink?”’ 





The fact of the matter is: I don’t own this paper, I only adver- 
tise in it. The owners happen to be stockholders in a company that 
manufactures printers’ ink, and prefer to buy of that company. They 
are willing to pay more than I charge, because they do not have to 
put up the cash in advance, as they would be obliged to do if they 
bought of me. Further than that, they like to pay a good price for 
ink, even if it is not quite so good as mine, because they find it some 
satisfaction to know that it ought to be good at the price. 

Send for my new and beautiful Price List. 
Printed in five colors. 
Mailed free to all applicants. 

Carmine 12% cents an ounce. Finest job inks, black or colored, 
at $1.00 a pound. Best news ink in the world at 4 cents a pound by 


the 500-pound barrel. 
Address (always with check in advance payment), 


CO RO CRO O00 Oh OOOO EOOOOOOOOOOOOOROOS 


WILLIAM JOHNSTON, MANAGER PRINTERS’ INK PREss, 
10 SPRUCE STREET, NEW YORK. 
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Office of L. K. HOWE, Proprietor of THE SHEBOYGAN HERALD. 
Job Printing Office Connected. 
SHEBOYGAN, WIs., November 19, 1894. 
MR. WILLIAM JOHNSTON, New York. 

Dear Sir: Inclosed find draft for $7.00, for which send me 3 pounds 
white ink for $1.00, 3 pounds black at $1.00, 3 pounds bright red $1.00, 3 
pounds blue black $1.00, 3 pounds pink tint $1.00 ; the above are all to be in 
3-pound cans, also the following: one 25c. 4-pound can of steel blue, blue 
black, five fine black, one bright red. Yours resp’y, L. K. Howr, 

(8) Send by American Express. Per A. 





SHEBOYGAN, WIs., November 28, 1894. 
MR. WILLIAM JOHNSTON, New York. 

Dear Sir: Inclosed find $5.00, for which send us § cans, 3 lbs. each, 
pink tint ink, the same as you sent us before. Send by express, American 
Express. Yours resp’y, L. K. Howe, 

Per A. 

The ink received was all right and was marked ‘‘ Finest Job Ink, Pink 
Tint, No. 87,’’ as near as we could make out. It is a dark pink tint and that 
is what we want. 

(2) 
SHEBOYGAN, Wis., December 4, 1894. 
MR. WILLIAM JOHNSTON, NEw York. 

Dear Sir: Inclosed find draft $1.35 ; the $1.00 is to pay for 3 pounds 

photo-brown ink, and the 35 cents is to prepay express. Yours resp’y, 


L. K. Howe, 
(3) are ee A. 


SHEBOYGAN, WIs., December 15, 1894. 
MR. WILLIAM JOHNSTON, New York. 

Dear Sir: Send by express, prepaid, for $1.35 inclosed, 3-pound can of 
some fine blue ink, either dark or light will do, but I prefer medium color, 
steel blue would do if good. If inclosed amount will not pay for 3 pounds of 
good ink, hold the order and write me how much more money you want and 
I’ll remit, or you can send bill of difference and I'll send balance on receipt 
of goods. We are more than pleased with all your inks except a 25c. can of 
steel blue, which was a blue black or a blackish blue. Yours resp’y, 

L. K. Howe, 
(4) Send by American Express. A. 





SHEBOYGAN, WIs., December 18, 1894. 
MR. WILLIAM JOHNSTON, NEw York. 

Dear Sir: Inclosed find draft for $7.00, for which send us five 3-pound 
cans of Finest Job Ink, Pink Tint, No. 87, and one 5-pound can of ordinary 
reducing varnish, and one 3-pound can of extra quick dryer. Send all by 
fast freight, and notify of receipt of order. Yours Resp’y, L. K. Hows, 

5 A. 





Everybody likes my inks. Send for my beautiful 
Price List in five colors. 


Address WILLIAM JOHNSTON, Manager Printers’ Ink Press, 
10 Spruce Street, New York. 
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every Wednesday. Subscription 
o Dollarsa year. Five Cents a copy ; 
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PRINTERS’ INK recently presented 
a ‘‘dummy’”’ of a proposed special 
number for inspection at the New 
York post-office, and it was approved 
by Mr. James Gayler, for nearly twenty 
years the authority on such matters in 
the N. Y. office. Ata later day, by order 
of the department at Washington, that 
particular issue was excluded from the 
mails and its publishers cautioned that 
to again be guilty of a similar irregu- 
larity would jeopard the right of the 
ordinary issues to be carried as second- 
class matter. The publishers there- 
upon addressed the department, asking 
to be told in what way it would be 
possible in future to learn in advance 
what would be deemed an irregularity. 
To the first letter of inquiry on this 
Tae the department did not respond. 
‘o a second letter there came a reply 
containing no word that could be con- 
strued as an answer to the question. To 
a third letter noreply has been received. 
How is this for a state of things ? 





AN ad that comes high—Peiad. 


A SURE circulating medium—the 
gossip. 

AN advertiser represented i in nearly 
every walk of life—the shoe dealer. 








AN advertiser who superintends his 
own advertising has generally very 
little other business to superintend. 








THE man who does the most kicking 
about hard times is almost invariably 
the one who does the least advertising. 
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A JOURNAL FOR ADVERTISERS, 


IF nates had been a professional 
slugger he could not have got more 
free advertising than he is receiving at 
the present time. 


Ir is said another desperate effort 
is about to be made by some of the 
New York dailies to secure a share of 
the want ad business. 





To be consistent, the merchant who 
does not change his advertisements 
ought not to change the display of 
goods in his show windows. 





Work off your old stock as fast as 
you can ; and remember next time that 
an ad in the right place will prevent 
your having any o/d stock to work off. 








WHEN two merchants advertise the 
same line of goods, the reader will be 
most likely to buy from the one whose 
ads are best in construction and com- 
position. 





PEOPLE like variety and abhor any- 
thing which has the appearance of im- 
itation. Hence, if your competitor 
employs one style of advertising, it 
may be wise for you to try the opposite. 


It is, perhaps, not going too far to 
assert that New York has more daily 
newspapers of national fame and larger 
general circulation than all the other 
cities of the United States put together. 


IN many cases the merchant who 
does not secure a good price for his 
goods by advertising them in the pa- 

rs is eventually forced to advertise 
them at below cost in his store window. 





THE actual value of a paper is, in 
almost every case, greater than the 
= charged for a copy of it. The 

ll price is not paid until the pur- 
chaser has glanced at the advertising 
columns. 





A SPECIAL agent may not obtain 
many contracts for the paper he rep- 
resents, but his interviews with adver- 
tisers make his paper known to them 
and, hence, indirectly secure busi- 
ness for it. 


A GREAT many editors seem to be- 
lieve that any kind of illustration in a 
news story is better than none at all, 
and many advertisers seem to enter- 
tain the same opinion in regard to 
their advertisements. 




















ScARCELY any of the theater adver- 
tisements in the New York papers 
contain any information in regard to 
the prices charged for admission, and 
several have nothing to indicate when 
the performance commences or where 
the theaters are located. 





WHEN the patriotic citizens of Chi- 
cago think of the quantity of free ad- 
vertising Japan is receiving at the 
present time, it just makes their 
mouths water, and they can hardly 
control an almost irresistible impulse 
to declare war on St. Louis. 


As ALMOST all the patent medicines 
are for the cure of the various diseases 
arising from indigestion, one is con- 
strained to believe that if the great 
American people were to develop the 
digestive powers of an ostrich, about 
half the papers in the country would 
have to suspend publication. 





In view of the anxiety manifested 
by American manufacturers to trade 
with the people of South America, one 
would imagine that it might be prof- 
itable for the leading journals down 
there to introduce themselves to the 
notice of American business men 
through the medium of PRINTERS’ INK. 





THE advertising solicitor who is 
heard constantly complaining of the 
snubs and insults he daily receives is 
generally a cad, and only gets what he 
deserves. The successful solicitor is, 
in almost every case, a gentleman, 
and, being such, is treated by the 
advertisers he calls on in a gentlemanly 
and considerate manner. 


A MAN who has been deceived by an 
untruthful advertisement will some- 
times forget and forgive. It is differ- 
ent, however, with a member of the 
other sex, and, therefore, in prepar- 
ing advertisements of articles pur- 
chased by women especial pains 
should be taken in avoiding misrepre- 
sentation and exaggeration. 


Way should a position at the top of 
a column be deemed of more value 
than one at the bottom? At the top 
an ad is generally next column to some 
startling head-lines. When the eye 


alights on these head-lines the owner 
of the eye usually proceeds to read the 
article underneath rather than the soap 
or patent medicine ad alongside. 
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THE reason why some newspapers 
charge extra for the insertion of cuts 
is probably owing to their conviction 
that the pictures of the people who 
have been cured of lumbago or impure 
blood do not add to the artistic ap- 
pearance of the pages. 


THE Philadelphia Ledger is probably 
the only paper of the first rank pub- 
lished in the United States that has 
not numerous namesakes. Originality 
in newspaper nomenclature seems to 
be rather scarce. Nearly all the dai- 
lies in Chicago, the 7imes, Tribune, 
Flerald, News, Mail, Post, etc., appear 
to have been named after N. Y. papers. 





THE Nebraska State Journal claims 
to have the largest circulation in Ne- 
braska, and declares that this claim is 
susceptible of proof. There used to 
be a saying: ‘‘There is no Sunday 
west of the Mississippi and no God 
west of Omaha.’’ Phat condition 
does not exist now, however, whatever 
may have been the case formerly, and 
PRINTERS’ INK would advise the man 
from Lincoln to weigh his words be- 
fore he utters such as are here cred- 
ited to him. 


THERE are few advertisers who 
have not been looking forward to the 
year which has dawned with hopes 
of better results from their expend- 
iture than they ever ventured to 
expect from last year’s outlay. A 
year ago the business depression had 
yet to reach its lowest point. No one 
could guess just how far it would go. 
This year, however, business is on 
the upward grade, and nobody knows 
the extent to which it will have im- 
proved by the time the year is old. 


PRINTERS’ INK some time since 
found itself obliged to decline poetic 
contributions commencing, 

There was a man in our town, 

and now the time has come for sit- 
ting down on facetious references to 
‘* Sheriff’s Sale’’ ads for the man who 
never advertised at all. It is perhaps 
proper to say in this connection that 
it makes the ‘‘ Little Schoolmaster’’ 
almost crazy when he receives more 
than three accounts in one mail of as 
many men in various localities who fix 
up a window to imitate a broken pane 
of glass and amazes the towns-people 
with the originality of a method of 
attracting the gaze of the curious. 





| 
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TALK to your customers through 
your ad as if you were speaking to 
them personally. If a man came into 
your store you would not simply re- 
mark: ‘‘Shears & Goose, Tailors, 
No. 26 A St.;’’ but would direct at- 
tention to the points of superiority to 
be noted in your goods. 


THE intense earnestness and the 
thorough confidence in the merits of 
the article manifested in the adver- 
tisements of Hood’s Sarsaparilla is, 
perhaps, a not unimportant factor in 
the excellent results obtained from 
its advertising. 





By the time an advertiser, by su- 
perintending the management of his 
own advertising, has secured a knowl- 
edge of the advertising agent’s Busi- 
ness he generally finds that he has lost 
all knowledge of his own business. 





ART IN ADVERTISING—SOME 
PHASES 


By A. E Hoyt. 


Some advertisers seem to have an 
idea that unless they use every mill- 
ionth part of their advertising space 
they are being defrauded of their 
money’s worth. The result is that 
a regular directory or invoice of every 
sort of goods the store contains is 
crammed into their space. An adver- 
tisement that ought to take at least 
twelve inches is crowded into six, set 
in fine type, and without a lead, per- 
haps, in the entire space. 

Such an advertiser is cheating him- 
self. In his anxiety to get every last 
fragment of space, he is endangering 
the value of his entire space. In 
grasping for cents’ worth he may lose 
dollars’ worth. Readers of advertise- 
ments, and everybody does read ad- 
vertisements nowadays, do not like 
to have their eyes afflicted with an ad 
that suggests an auction bill, nor do 
they care to ruin their eyesight by 
puzzling over a catalogue of every- 
thing the store contains, in the finest 
type in the office. They don’t like it 
any better than they like to enter a 
store and stumble over a hay rake, 
knock up against a package of butter, 
and step high to avoid mashing a case 
of glassware, all set helter-skelter 
wherever there is an inch of room. 

Across the street is a modern store. 
There everything is order, system, de- 
partment and specialty. That store 





PRINTERS’ INK. 


runs an ad side by side with the man 
who ‘‘saves space.’’ This store doesn’t 
save space. It advertises only one, 
two, or, perhaps, three specialties, and 
leaves a whole lot of blank space. 
The man that saves space fairly shivers 
at such wastefulness, But how it 
does rest the reader’s eye, doesn’t it, 
that white border around thisad? He 
reads it, every word of it, and the blank 
space suggests lots more bargains. 
He is obliged to the man that spared 
his eyesight. He trades at the store, 
and he finds plenty of room for the peo- 
ple, and plenty of people for the room. 

Art in advertising! It is a great 
thing, the greatest of modern business 
arts. Somebody has said that the 
test of a successful political editor is 
his ability to write something and say 
nothing. Surely the test of the suc- 
cessful advertiser is to know when 
and where to stop saying ; to say just 
enough to suggest that he might say 
more ; to make his ad as inviting as 
his store, and his store as neat as his ad. 


THERE IS ONE EXCEPTION, 





The big oil trust is to have an opponent. 
The hope is fervent that its life may be long. 
Newspapers are, in the nature of ‘Linge, op- 
posed to trusts. They are death to advertis- 
ing. Don’t you remember how in the anti- 
trust days it took columns in the newspapers 
to recount the superiority of rival brands of 
coal oil? This was before the Standard Oil 
Co. had a monopoly of the business. The 
same was true of tobacco before the days of 
the American Tobacco Co. Coffins were ad- 
vertised before the coffin trust was organized, 
and years ago the sugar advertisements were 
among the t paying ones, not excepting 
the ads of rival whisky distilleries. It is 
little to be wondered that the business man- 
ager frowns at the intimation that baking 
powder and patent medicine trusts are among 
the probabilities—Salem (Oregon) States- 
man, Oct. 15, 1894. 

Mr. F. C. Ringer, secretary of the 
Geo. P. Rowell Advertising Company, 
upon being shown the editorial from 
the Oregon paper printed above, re- 
marked that the American Tobacco 
Company ought to be regarded as an 
exception, inasmuch as he personally 
had, within the past sixty days, placed 
advertising for them to an amount 
considerably in excess of $250,000, 
and is in daily consultation about de- 
tails for the immediate placing of ad- 
ditional business that will more than 
double the sum total of that already 
begun. It is evident that the Salem 
Statesman will be safe in omitting the 
Tobacco Company, for the present, 
from the list of non-advertisers, 














SOME OF AMERICA’S ADVER- 
TISERS. 


Peterson’s Magazine for December. 


We are a commercial nation ; every- 
body accuses us of it, so it is probably 
true. We are pushing and striving 
every day of every year to get a little 
bit turther ahead in business than we 
were the day before. 

Getting ahead in business means 
offering something better than anybody 
else offers, or making something for a 
lower price. All of this makes condi- 
tions of life better for all of us. It 
makes our dollars bigger and our 
standard of living higher. 

Every man in business in an egotist. 
He believes that for one reason or 
another he can do something better 
than anybody else can. If he is right 
in his belief, it will only be necessary 
for him to let people know it to in- 
sure his success. He can accomplish 
this end by advertising. 

No business is conducted without 
advertising of some kind, for, reduced 
to its lowest terms, advertising merely 
means telling a small or a great num- 
ber of people who you are and what 
you are doing and where you are doing 
it. How this is accomplished is a 
matter of little moment, so long as it 
is done. A man may become well 
known as a grocer merely from belong- 
ing to a number of societies and clubs. 
Membership in a church is often the 
best advertising a man can have. He 
may not look at it in that light, and he 
may. It depends upon the man. No 
matter how he lets his business become 
known, it is advertising just the same. 

Ordinarily, people think of adver- 
tising only as it is exemplified in the 
newspapers, magazines, bulletin boards 
and other openly avowed media. Many 
people believe that most of the adver- 
tising that is done in this way is hum- 
buggery, and that impression is trace- 
able, I think, straight back to the illus- 
trious showman who said ‘‘the Amer- 
can people like to be humbugged.”’ 
Probably no other single sentence ever 
hurt business so much as that one. 
Mr. Barnum never really humbugged 
anybody very much. His was really 
the ‘‘greatest show on earth’’ and 
really gave a great big fifty cents’ 
worth for every half-dollar. An occa- 


sional ‘‘ woolly horse’’ or white ele- 
phant more or less did not matter much. 
People went to Barnum to be amused, 
and he amused them. People go tothe 
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theater, and if they are carried away 
by the play and laugh and shed tears 
over the incidents, they are ‘‘hum- 
bugged,’’ to be sure—they believe for 
the time all the fiction of the play—it 
is real to them. But how much more 
would they be humbugged if the play 
did not seem real? If Barnum adver- 
tised a woolly horse and then showed 
something which could by no possible 
stretch of the imagination deceive 
anybody, that would be humbug. Bar- 
num did not humbug. He amused. 
He advertised to furnish amusement, 
and he did it. Even his lies were 
amusing—entertaining. We none of 
us believe in fairy tales, but most of 
us, children or grandfathers, like to 
read them. But we do not buy gro- 
ceries and drugs and dry goods for 
amusement. Not a bit of it. We buy 
them because we have to, and we want 
honest value for our money and no 
nonsense about it. If we cannot get 
it in one store we will go to another. 

Most business men understand this 
thoroughly, and most advertising is 
thoroughly honest and reliable. Ex- 
tensive advertising costs too much 
money to be profitably based on mis- 
representation. All succesful adver- 
tising is honest advertising, and almost 
all honest advertising is successful. I 
am not one of those who believe that 
there is an overshadowing mystery 
about advertising. It seems to me 
that it is as certain and as sure as any 
other business undertaking. If it is 
carried on carefully, with always a 
thought of the fundamental principle 
that it is really only a matter of telling 
people who and what and where, there 
is no more chance of failure than there 
is in doing anything else. 

It is not the purpose of this article 
to attempt a complete sesume of 
American advertising, but only to pre- 
sent to those not ordinarily interested 
in the subject a few of the more strik- 
ing facts connected with it. 

A great many large and successful 
advertisers say that the more experi- 
ence they have in advertising, the less 
they know about it. Whenever I hear 
this said I cannot help having my 
doubts. The remark is probably used 
as a mere figure of speech. It could 
be used with equal truth and equal 
force by the buyer for a dry goods 
store. I remember a case in point. 
In the glove department of a large 
store there had been a great demand 
for suede gloves ; so great a demand 
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that the buyer in ordering fall goods China, India and Japan. In Egypt, 
bought heavily of suede and little or Turkey, Italy, France, Belgium, Hol- 
nothing in glace. By the time the land, Portugal and Great Britain all 
trade opened, ideas on gloves had available newspapers and periodicals 
changed and nobody would have any- are used. In addition to this a great 
thing to do with suede. It could not deal of money is paid for advertise- 
be sold at any price. People wanted ments in street cars, for lithographing 
glace and would have nothing else. and for the publication and distribu- 
That buyer was in a position to say tion of pamphlets and other matter. 
that the more experience she had, the On the second floor of the Scott & 
less she knew about buying gloves. Bowne Building, on the corner of Pearl 
Business men will make mistakes in and New Chambers streets, New York 
buying advertising just as they make City, is a completely equipped adver- 
mistakes in buying other things. tising department, with all of the fa- 

Col. Alfred B. Scott, the originator cilities and all of the paraphernalia of 
of ‘‘Scott’s Emulsion,” recently said a first-class advertising agency. All 
to me that the more he found out of the Scott’s Emulsion advertising is 
about advertising the less he knew, directed from this place by Colonel 
and I suggested that while he doubt- Scott. Eight thousand newspapers 
less bought bad lots of advertising come regularly to the office and are 
sometimes, the same was equally true kept on file there. The details of this 
of corks or bottles, and that reallythere advertising used to be attended to by 
was about as much of chance in one an advertising agency, but at all times 
department of the business as in an- Colonel Scott has carefully supervised 
other. Scott & Bowne are probably the the work. As he says, he is ‘‘ respon- 
largest advertisers in the world. Their sible for the many errors committed in 
advertising has always been marked the advertising of Scott’s Emulsion.’’ 
by its straightforwardness and honesty. His advertising business really amounts 
Looking at their enormous thirteen- to that of an advertising agency, and 
story building, it is almost impossible is so large that he can profitably take 
to realize that this great structure and care of it himself. 

their world-wide business have been The advertising agent is a conven- 

built up on the merits of a single ient and almost indispensable help to 

article. Scott’s Emulsion was well advertisers whose business is not of 
known and in general use by the physi- sufficient volume to warrant them in 
cians of the United States before it establishing a department of their own. 
was ever advertised in a general way. He is a combination of 2 lawyer and 

There never was any secret about its a broker. He advises his client, gives 

composition, and physicians prescribed him the benefit of his own experience 

it without hesitancy. Perhaps the and his knowledge of the experience 

most singular feature of the advertis- of others, and when this is done and a 

ing of the preparation is the fact decision arrived at, he executes the 

that the first general work in this line orders he receives on a commission 
was done in the West Indies and in basis. He takes care of all the details 

Spanish America. It was not until of the advertising, checks the papers 

1884 that general advertising was be- and sees that all advertising con- 

gun in the United States. At that tracted for is delivered. 

time only small country papers were One of the first men to engage in 

made use of. In 1886 religious papers this business in America was Mr. Geo. 

and others of general circulation were P. Rowell. The business was origi- 
taken up, and a little later the adver- nally started in Boston, but was carried 
tising went into the daily papers. The onthere only a short time before its 
first expenditure was a comparatively removal to New York. Mr. Rowell’s 
small one, and in all the growth of the name is so indelibly identified with 
business Colonel Scott has gone on advertising that doubtless no adver- 
the principle of making haste slowly. tiser in the world does not know of 

The growth of the advertising has him. For the last few years he has 

been gradual but rapid, until now it not been actively connected with the 

reaches every county in the United agency which still bears his name, but 

States, every corner in Canada, every has given the most of his time to the 

country in South America, Central publication of PRINTERS’ INK, ‘‘A 
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is a sort of newspaper Bradstreet, giv- 
ing the location, character and circu- 
lation of every periodical published in 
the United States and Canada, together 
with the names of the editors and 
managers, the date of establishment 
and other statistical matter. Mr. 
Rowell has perhaps had more experi- 
ence in advertising and knows more 
about it than any other man in Amer- 
ica, which fact he would probably be 
the last to admit. He is another who 
says that the more experience he has 
the less he really knows. 

Dr. R. V. Pierce, of Buffalo, was 
recently mentioned as ‘‘a man who 
has made $10,000,000 by judicious ad- 
vertising.’’ I do not know anything 
about the correctness or- incorrectness 
of that statement, but certainly Dr. 
Pierce has been successful. The 
World’s Dispensary and the Invalid’s 
Hotel at Buffalo are known all over 
the world. Dr. Pierce has used all 
kinds of advertising. I can distinctly 
remember the little yellow memoran- 
dum books which he used twenty or 
twenty-five years ago, and which were 
then considered quite indispensable to 
every school-boy. Some of us even 
made collections of them, going from 
one drug store to another, and leaving 
the accumulation in some safe place 
outside the door while we asked for 
just one from each druggist. 

Dr. Pierce began advertising in a 
small way, but made it a point to cover 
thoroughly the territory which he en- 
tered. The local newspapers were 
employed, but the publicity given to 
announcements in their columns was 
backed up by house-to-house distribu- 
tion of pamphlets and circulars. Dead 
walls and bill-boards were utilized to 
display attractive posters, and many 
tin signs were securely nailed where it 
was believed they would do the most 
good, Thus county after county and 
State after State were gone over, his 
iim being to create sufficient demand 
in every locality undertaken to warrant 
the retail dealer in ordering the medi- 
cines advertised ; in fact, to make the 
demand so active and persistent as to 
force him to buy. When once thor- 
oughly introduced, he depended large- 
ly upon the merits of his family medi- 
cines to keep up their sale, and thereby 
make business profitable. As _ his 
medicines became more generally dis- 
tributed and carried in stock by deal- 
ers, mediums of a more general circu- 
lation were, to a considerable extent, 
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substituted for those of only local cir- 
culation. 

In a recent conversation Dr. Pierce 
said to me: ‘‘It is a time-honored 
saying that ‘a little learning is a dan- 
gerous thing.’ The same may, in my 
opinion, be truly said of advertising. 
To be successful it must be employed 
in generous doses, and the treatment 
persisted in until prejudice and indif- 
ference are overcome, interest awak- 
ened and favorable consideration se- 
cured for the article advertised. To 
determine what kind of advertising is 
best suited to popularize any particu- 
lar line of business is very often a 
difficult problem to solve. So many 
schemes and such a great variety of 
media through which public attention 
may be arrested and presented that 
one is often sorely perplexed to decide 
which are best. No doubt nearly all 
possess some merit, but few adver- 
tisers can afford to patronize all the 
valuable media through which it is 
possible to call attention to their goods 
or business. So with the concern 
whose advertising I have for many 
years given a general supervision. It 
was long ago decided that we would 
limit our expenditure to advertising 
in newspapers and other periodicals, 
and to the circulation of pamphlets, 
circulars and books of our own publi- 
cation. This decision has been pretty 
rigidly adhered to, not that we believe 
there is no value in other means and 
methods, but because we have to set 
our stakes and fix some limit to our ex- 
penditures in the line of advertising.” 

Some of the best advertising that 
has been done is that of the Columbia 
bicycle. Col. Albert A. Pope, presi- 
dent of the Pope Manufacturing Com- 
pany, has at all times directed the ad- 
vertising of the Columbia. The most 
of his advertising has been placed in the 
newspapers and magazines. Speaking 
of work that has been done, he said 
recently: ‘‘ The first year’s expendi- 
ture, seventeen years ago, was but a few 
hundred dollars, and strange as it may 
seem now, the most of that was not 
for advertising Columbia bicycles, but 
for bringing to the attention of the 
American people the advantages and 
possibilities of the bicycle itself as a 
practical road machine. You see, we 
were the first to import, make and sell 
bicycles in this country, and the im- 
portant bicycle industry of to-day is 
largely the results of the efforts we 
then put forth to win favor for the 
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wheel. It was hard work for a few 
years. The opposition was tremend- 
ous, especially from horsemen, but we 
kept at it, watching our expenditure 
carefully and testing every medium we 
used. I remember thirteen or four- 
teen years ago employing a system to 
trace results from advertisements in the 
many papers and magazines we were 
using. We were then at 597 Wash- 
ington street, Boston, and our number 
was given differently in each adver- 
tisement, so that we knew by the 
street number on the envelope the ad- 
vertisement which inspired the reply. 
I think we ultimately used every odd 
number on Washington street from 
about 301 to 801. In this way we 
knew very closely what each medium 
was doing for us, with the relative cost 
of obtained results. This system has 
been extensively used since, but I think 
it was criginal with us at that time.”’ 

As is the case with all successful ad- 
vertisers, with the notable exception 
of Mr. Barnum, Colonel Pope believes, 
first of all, in honesty. In this connec- 
tion he said: ‘‘ Even the hundreds of 
thousands of dollars we spent for ad- 
vertising in 1894 could not maintain 
for the Columbia its commanding 
position if it were not for the splendid 
reputation it has among riders for 
stanch and satisfactory service. I 
know of but one road to successful 
advertising, and that is to make the 
best article possible, regardless of 
cost, charge a fair price for it, and 
then by advertising see that no one can 
overlook the fact.’’ 

The advertising done by Mr. George 
Eastman for his cameras and photo- 
graphic materials has been as markedly 
successful as any that has ever been 
done. In 1880 it was merely ‘‘George 
Eastman, Rochester.’’ Through a 
series of progressive changes it has 
come to be the ‘‘ Eastman Kodak Com- 
pany, capital $5,000,000.’’ The im- 
mense plant at Rochester is only a 
part of the business, as there are ex- 
tensive branches in London. The 
peculiar thing which Mr. Eastman has 
achieved is this: To the ordinary 
person all hand cameras are Kodaks. 
Whenever anybody sees anybody else 
carrying a camera, the exclamation is 
always: ‘‘Where did you get the 
Kodak?’ or ‘‘ Where are you going 
with the Kodak?’ or ‘‘ You have a 
Kodak, too, have you?’’ It is always 
‘*Kodak.’’ The camera may actually 
be a Waterbury, a Night-Hawk, a 
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Henry Clay, orany one of half a 
dozen others, but they are all _Kodaks 
to the uninitiated. I have even heard 
people speak of a ‘‘ Waterbury Ko- 
dak,’’ which I should think would be 
well calculated to make the Water- 
bury folks ‘‘tear their hair.’’ If one 
goes into a store to look at a camera, 
the chances are nine in ten that he 
will ask to see a ‘‘ Kodak,’’ when as a 
matter of fact he is not thinking of a 
Kodak in particular, but of hand 
cameras in general. In short, Mr. 
Eastman has so impressed the word 
‘*Kodak’’ as connected with small 
cameras on the public mind that it is 
synonymous with them. Of course, 
the odd and easily remembered word 
has had much to do with making the 
advertising successful. The thing 
which perhaps advertised Kodaks more 
than anything else was the expression, 
‘You press the button; we do the 
rest.’’ This terse, crisp sentence is 
probably better known and more wide- 
ly quoted than any phrase ever used 
by an advertiser. It was made the 
base of jokes and witticisms all over 
the country, and the craze for it even 
went so far as to make it a catch-line 
for a topical song which was sung in 
almost every theater in the country. 
The Kodak is now known all over the 
world. It has been to the north pole 
with Lieutenant Peary, and it has fur- 
nished material for an attractive book- 
let published by the Eastman Kodak 
Company, called ‘‘Through Europe 
with a Kodak.’’ The widespread 
celebrity of the Kodak is in the highest 
degree remarkable when the fact is 
considered that it was first introduced 
to the public only six years ago. At that 
time it was something so entirely new 
that it was necessary to explain not 
only how it could be used, but what it 
was. This paragraph from a recent 
letter will give the key to the methods 
of the Eastman Company : 

‘*In our advertising we never sacri- 
fice dignity for the sake of mere catchi- 
ness and are careful not to exaggerate. 
Copy is changed regularly, and we en- 
deavor to give enough individuality to 
the typographical style so that a sight 
of our ad will bring Kodak to the 
mind, even if it is not read.’ 

That is an advertising creed which 
I can most heartily subscribe to. If 
every advertiser in the country would 
cut it out and paste it in his hat, he 
would be in a fair way toward reach- 
ing perfection in advertising. The 


PRINTERS’ INK. 


best thing to start with in advertising 
is the determination not to exaggerate 
and to be perfectly honest in all state- 
ments. Advertising of that character 
is almost sure to bring adequate re- 
turns. Sometimes they are a little bit 
slow in coming, as was the case when 
the Wells-Richardson Company, of 
Burlington, Vt., began to advertise 
Paine’s Celery Compound. 

It has been authentically stated that 
the firm sank nearly half a million 
dollars before the business gave any 
promise of success, but when the re- 
turns began to come the laboratories 
of the company were taxed to their 
utmost capacity, and within the last 
year Paine’s Celery Compound has 
been the most extensively sold pro- 
prietary medicine on the market. 

There is no business which cannot 
be advertised profitably. Different 
methods, of course, have to be em- 
ployed, and the percentage of prices 
considered along with the possible 
volume of business, to determine how 
and how much to advertise. Some of 


the most attractive advertising matter 
that fs sent out comes from the Michi- 
gan Stove Company of Detroit. A 
great deal of this matter is addressed 


to the retail trade, and a great many 
novelties in the way of match-boxes, 
biscuit cuttérs, memorandum books, 
mirrors and lead-pencils are furnished 
by the company to these dealers for 
distribution. Mr. Frederick W. Gard- 
ner, the Western manager of the com- 
pany at Chicago, superintends the 
advertising. | While the expenditure 
for advertising the ‘‘Garland’’ is not 
great as compared with that of some 
of the others I have mentioned, it is of 
sufficient volume to have made the 
name well known all over America. 
In the advertisements published in 
magazines and newspapers and in the 
printed matter circulated among the 
trade, the Garland advertising is more 
remarkable for style and quality than 
for quantity. 

Among the members of the adver- 
tising fraternity there has been much 
speculation as to what the Murphy 
Varnish Company expect to gain by 
their advertisements in the magazines. 
I have puzzled over the matter myself 
many times, until the other day I 
reached a conclusion which has since 
been verified by Mr. Franklin Mur- 
phy, the president of the company. 
It would really seem that advertising 
varnish to the general public would be 
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utteriy useless. If a man is going to 
buy a desk, or a table, or a piano, he 
takes the dealer’s reliability as a guar- 
antee of the excellence of the article 
he is buying. He does not ask if the 
varnish is Murphy’s varnish, and he 
would have no way of telling whether 
it was or not. However, I believe 
that this advertising has really madea 
great many people think more about 
the quality of varnish than they ever 
did before. As a matter of fact, I 
suppose very few people ever did think 
of varnish before the Murphy adver- 
tising began. The advertisements in 
the magazines have been published 
primarily with a view to making the 
firm name conspicuous as a leading 
one, and to reaching the large buyers 
of varnish, who must, almost without 
exception, be subscribers to one or 
more of the magazines. The people 
who make fine carriages, fine furniture, 
fine pianos, and who build fine houses, 
are people who read the magazines, 
and there can certainly be no better or 
more direct way of reaching them than 
through the pages of the magazine. 

Incidentally, Mr. Murphy’s adver- 
tising was intended to interest the 
general public. In this way it will 
be sure to help the business of the 
Murphy Varnish Company, because 
sooner or later dealers in varnished 
articles will decide that it will be a 
good thing to tell their customers that 
even in so small a thing as the varnish 
on the article they are careful to have 
the best, and that the varnish used is 
Murphy’s varnish, which the customer 
has no doubt learned of through the 
magazines. 

The ultimate object of all advertis- 
ing is to sell goods. It may be a 
direct sale in immediate response to 
an advertisement, or it may be a sale 
which will come through a dozen 
channels before reaching the source of 
the advertisement. Incidentally the 
first object, as stated by Mr. Murphy, 
that of making the firm conspicuous 
as a leader, is accomplished. Some- 
times this is the most valuable result 
which comes from advertising. This 
is undoubtedly true in the case of 
Tiffany & Co., who occupy a unique 
position. Their advertising and their 
methods have been such as have estab- 
lished for them the reputation of hand- 
ling the very highest grade of every- 
thing. It is generally believed that 
Tiffany’s prices are higher than any- 
body’s else, and it is equally true that 
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they probably do a great deal more 
business than anybody else in their 
line. People feel that if it comes 
from Tiffany’s it is right, and they are 
willing to pay for the certainty. It 
has been a good many years since 
Tiffany & Co. could really be said to be 
large advertisers. Their advertising 
began half a century ago, and for a 
number of years it was remarkable for 
the skill with which it was prepared 
and the judgment with which it was 
placed. Tiffany & Co. were prompt 
to avail themselves of opportunities 
for unusual advertising. When the 
first Atlantic cable was laid they 
bought about twenty-five miles of the 
surplus cable, and cutting it into pieces 
made charms, umbrella handles, wall 
ornaments, etc., which were sold as 
souvenirs. This piece of enterprise 
naturally brought them into conspicu- 
ous notice. They were also the first 


in America to exhibit silverware in the 
Old World, and were amply repre- 
sented at the French Expositions of 
1879 and 1889, where, to the surprise 
of most Americans, they carried off 
the grand prize on each occasion. 
Last year at the Columbian Exposition 


Tiffany & Co.’s exhibit was always the 
most crowded in the whole fair. Even 
on days when the total number of ad- 
missions was small, it was difficult to 
get into the Tiffany pavilion. The 
cash value of the gems, jewelry and 
silver exhibited was over $1,500,000, 
and the maintenance of the exhibit 
during the six months of the fair cost 
over $65,000. Considering the interest 
on the investment, the expenditure 
was nearly $150,000 for the six months’ 
advertising. During the same period 
there were very few whose expendi- 
ture was sogreat. Tiffany & Co. have 
received thousands of dollars’ worth 
of advertising for which they paid 
nothing. This was because of the 
highly artistic character of many of 
their productions in which the public 
was interested and of which the press 
naturally took notice. ‘‘ Tiffany’s”’ 
is frequently mentioned in stories and 
novels. This sort of advertising is 
extremely valuable, and is of a sort 
that cannot be bought. Probably no 
other house in the United States 
has received so much of this kind of 
advertising unless it be ‘‘Delmonico’s.’’ 
I do not know that ‘‘Delmonico’s’’ 
ever advertised, in the general accepta- 
tion of the word. They have, how- 
ever, received attention from most of 
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the American story writers, and have 
been made the subject of at least one 
very interesting magazine article. 

A man who has received quite a little 
free advertising, because of the pecul- 
iar character of his paid advertising, 
is Mr. W. L. Douglas, who is generally 
known as ‘‘the three-dollar-shoe 
man.’’ For years he has used as a 
trade-mark in his advertising his own 
portrait, and electrotypes of his ad- 
vertisements are to be found in almost 
every newspaper office in the United 
States. This has led to the frequent 
perpetration of the joke in which the 
foreman of the composing room asks 
the editor for the picture of some cel- 
ebrated person who has done some- 
thing or died, unexpectedly. The 
editor invariably tells him to ‘‘saw 
the type off of Douglas’ electro and use 
that.’” Like a great many jokes, this 
one will not stand scrutiny. The 
trouble is that Mr. Douglas’ face is so 
well known that the fraud would be 
immediately apparent. The W. L. 
Douglas Company of Brockton, Mass., 
frequently receive letters on which the 
only direction consists of Mr. Doug- 
las’ portrait cut out of the newspaper 
and pasted on the envelopes. They 
go straight through to Brockton with- 
out any delay. Mr. Douglas has been 
generally criticised for using his por- 
trait as a trade-mark, but he was 
almost forced into doing it. When he 
first began advertising several other 
marks were tried, but each one in turn 
was stolen and used by other makers 
in their advertisements. The adver- 
tising has been successful from the 
first, and from the first it has been in 
charge of Mr. A. Q. Miller, who in 
the beginning managed it for the S. R. 
Niles Advertising Agency, of Boston, 
with which he was identified at that 
time. During the first year $10,000 
was spent, and this sum has been in- 
creased every year. The expenditure 
for 1894 will amount to about $175,- 
ooo. During the first year it became 
necessary to enlarge the factory, and 
three times since the capacity has been 
increased, until now 3,600 pairs of 
shoes are produced daily. 

Mr. Douglas was the first advertiser 
to use a whole page in the Youth's 
Companion, and this at the time ex- 
cited much comment. It was doubted 
very much if it would be a paying in- 
vestment. The cost was $2,000 for 
the one issue, and Mr. Miller tells me 
that it paid very well. Some free ad- 
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vertising came from it, as Mr. Miller 
was careful to let all who cared to 
know just what it cost. In the course 
of time newspapers all over the coun- 
try made some little note of it, all of 
which was good advertising. 

Another advertiser who has made 
good use of his portrait in advertising 
is Dr. John H. Woodbury. A pe- 
culiarity of his advertisements consists 
in the fact that the portrait represents 
a neckless head. At first the effect 
was so startling as to be almost grew- 
some, but this impression was soon 
superseded by a feeling of amusement 
at the oddity of the idea. Dr. Wood- 
bury’s business has become extensive 
in the last seven years. In 1887 his 
total expenditure for advertising was 
less than $5,000. In 1893 it was 
$150,000. Dr. Woodbury is enabled 
by a system of his own to be almost 
certain which medium brings most re- 
turns. In every advertisement he 
makes a special offer of a sample cake 
of his soap, and the advertising is 
keyed in such a way that he can always 
tell whether it is doing any good or not. 

There are three advertisers whose 
announcements in the magazines ex- 
emplify three distinct styles. They 
are Warner Brothers, makers of cor- 


sets, the California Fig Syrup Com- 
pany, and Stewart Hartshorn, maker 


of shade rollers. Warner Brothers’ 
advertisements are to an extent like 
those which we see in English papers 
and magazines, though they are a great 
deal better. The illustration is the 
most notable feature in each of them. 
They are frequently changed and re- 
flect great credit on their originators. 

The Hartshorn shade roller adver- 
tisements are changed every month. 
These advertisements are usually in 
the form of pleasant short talks di- 
rectly to the reader. They make in- 
teresting reading whether one is inter- 
ested in shade rollers or not, and this, 
of course, is good advertising. 

The announcements of the California 
Fig Syrup Company are remarkable 
for the fact that during the four or 
five years in which the syrup has been 
on sale, only two forms of advertise- 
ments have been used. The work has 
been exceptionally profitable, which is 
a direct contradiction of the theory 
held by a great many advertisers that 
no announcement should be allowed 
to appear the second time in the same 
periodical. It would seem to be rea- 
sonable to think that fresh copy for 
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an advertisement would increase its 
interest and value, just as fresh copy 
increases the value of the literary de- 
partment of the magazine. No editor 
would think of publishing the same 
short story for several months in suc- 
cession, and yet the reader is more 
likely to be interested in a short story 
than in an advertisement. The only 
way to get the best of the argument 
with the Fig Syrup Company is to tell 
them that if they had changed their 
advertisement it would have been even 
more profitable than it has been. That 
is a safe statement for one to make, 
because nobody can prove that it is 
not true. 

Advertising by signs is probably 
better exemplified in the work of the 
two great sarsaparilla makers, Ayer 
and Hood, than by anybody else. One 
cannot ride fifty miles on a railroad 
any place in the country, and partic- 
ularly in the middle West, without be- 
ing assured from the top of every barn 
that ‘‘ Hood’s cures’’ or that ‘‘ Ayer’s 
is the only sarsaparilla.’’ The adver- 
tising of neither of these concerns is 
confined to signs, Dr. J. C. Ayer & Co. 
being the largest users of magazine 
space in the United States. They give 
very particular attention to their ad- 
vertising and expend in the neighbor- 
hood of $400,000 annually. In con- 
nection with their establishment at 
Lowell, Mass., is a large and very 
complete printing establishment, which 
is kept constantly busy printing pam- 
phlets and circulars for distribution 
throughout the country. There is a 
well-equipped literary bureau, which 
is presided over by Mr. Robinson, the 
result of whose finished literary ability 
is quite plainly apparent in the adver- 
tisements of the different preparations 
of Ayer & Co. 

From sarsaparilla to soap is quite a 
jump ; but a talk about advertising in 
America would be incomplete without 
a mention of Sapolio. It is doubtful 
if anything now on the American mar- 
ket ie been so skillfully and judi- 
ciously advertised as Sapolio. Mr. 
Artemas Ward, who has for some years 
directed this work, is a gentleman of 
wide and varied experience, who has 
the brains to conceive and the skill 
to execute the best sort of advertising. 
One of the most notable things that 
has been done to advertise Sapolio is 
the enterprise of sending Captain 
Andrews across the Atlantic in the 
fourteen-foot dory SapoHo, Captain 
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Andrews and his boat were a part of 
the Sapolio exhibit at the Columbian 
Exhibition, and so great was the at- 
tention given to it that many other ex- 
hibits were spoken of as being ‘‘ near 
the Sapolio exhibit.’ The Sapolio 
advertising at the fair was as distinct 
and finished as anybody’s else, except 
possibly that of the ‘‘hot-hot-man”’ 
on the Midway. He was a born ad- 
vertiser and undoubtedly left an im- 
pression on the mind of everybody 
who walked through the crazy-patch- 
work section of the fair. 

In a distinctly different line, but 
none the less successful and none the 
less distinctive, is the advertising of 
John Wanamaker’s big store in Phila- 
delphia. In 1861 Mr. Wanamaker’s 
advertising was almost wholly confined 
to the small announcement that a new 
clothing bazaar had been established. 
In the years following there was little 
that was distinctive in the newspaper 
work of the house, except a certain 
terseness and crispness that has always 
marked Mr. Wanamaker’s writing. 
What is known among advertisers as 
the ‘‘ Wanamaker style’’ came later— 
long after the Oak Hall clothing busi- 
ness had grown to magnificent propor- 


tions. The present store at Thirteenth, 


Chestnut and Market Streets was 
started in 1877. About two years 
later the columns of the daily ‘‘Store 
Talk’’ began to appear. They were 
bright, catchy, almost conversational. 
Easy to read, conspicuous but not ob- 
trusive. From 1879 to 1886 Wana- 
maker’s advertising was prepared, with 
one or two brief intervals, by Mr. J. 
E. Powers, who was the pioneer in the 
business or profession which has now 
a great many representatives—the 
business of writing advertising matter 
to order for other people. Mr. Wana- 
maker was the first advertiser to handle 
a general business in a liberal way in 
the newspapers. Rival storekeepers 
were of one mind as to the folly of 
such expenditure. They prophesied 
speedy ruin. They apparently saw 
nothing out of the common in the do- 
ings of this new merchant except a 
lavish use of printer’s ink. They 
were seemingly blind to the fact that 
new mercantile methods as well as new 
advertising ideas were being developed. 

The new ideas were—one price, 
plainly marked, and money back if 
the article proved unsatisfactory for 
any cause. These were a big part of 
the corner-stone of the new business. 
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Wrong prices would have been suici- 
dal. A blindfolded child could buy 
in such a store as safely as the sharp- 
est shopper of them all. No wonder 
that the terse, truthful telling of such 
a business brought great trading. No 
wonder that the influence of such mer- 
chandising and such advertising has 
been felt throughout the land. Before 
the end of 1886 the Wanamaker busi- 
ness had become one of the largest in 
American retailing. With the begin- 
ning of December, 1886, the advertis- 
ing was put into the hands of Mr. 
Manly M. Gillam. He has had charge 
of it ever since, and in the eight years 
the volume of business has nearly 
doubled. To-day the store is the 
largest retail establishment in the 
world, comprising almost 16 acres of 
floor space, employing from 3,800 to 
5,000 people, according to the season, 
and at nearly all times carrying a stock 
of from $3,000,000 to 
worth of goods under its roof. 
rations, displays and elaborate demon- 
strations meant to interest and instruct 
the public are continually being pre- 
pared at great expense, and are con- 
sidered a part of the advertising cost, 
which was considerably over $300,000 
last year. Mr. Gillam’s knowledge of 
men and things is exceptional and in- 
tensely practical. He is intolerant of 
sham or make-believe. His idea of 
advertising is first to have something 
worthy to tell of, then to do the tell- 
ing pithily, pointedly, plainly. If a 
quaint turn can be made, so much the 
better; but force nothing. A point 
of his is: ‘‘ Believe in your goods and 
tell what you believe, remembering 
that you are talking to one reader at a 
time, just as if he were at your elbow.”’ 
Almost all of the Wanamaker adver- 
tising is done in the newspapers, and 
the success of this advertising has un- 
doubtedly had the effect of increasing 
the amount of advertising which is done 
in newspapers all over the country. 
The rapid development of magazine 
advertising also dates back almost to 
the beginning of Mr. Wanamaker’s 
start in newspaper advertising. The 
man who has been most instrumental 
in promoting its growth is Mr. J. Wal- 
ter Thompson, through whose agency 
in the Times Building, New York, the 
great mass of the magazine advertis- 
ing of the country is placed. Ina re- 
cent conversation, Mr. Thompson told 
me that when he entered the magazine 
advertising business in 1869, Godey’s 





PRINTERS’ INK. 


Lady's Book and Peterson’s Magazine 
were the leaders and were almost alone 
in the field. The largest magazine 
advertiser at that time was the Great 
American Tea Company, which used 
the last page of both magazines. Inside 
the covers Peterson's carried half a 
page of advertising and Godey’s three- 
fourths of a page. Within eight 
months Mr. Thompson had increased 
this to twelve pages. This achieve- 
ment was at that time considered re- 
markable and almost marvelous. Mr. 
Charles J. Peterson, then the pub- 
lisher of this magazine, objected very 
strongly to this overcrowded condition 
of the advertising department! He 
said that the subscribers objected to 
it, and he could never be made to be- 
lieve that it was a good thing. This 
state of affairs is most amusing at this 
time, when Harper's Magazine for 
November contains something over 
one hundred pages of advertising mat- 
ter, a good deal of it expensively illus- 
trated, and a great deal more as good 
in literary quality as the purely literary 
portion of the magazine. Something 
like three millions of dollars is paid 
for advertising in American magazines 
every year, and I believe that a great 
majority of the subscribers to and 
readers of magazines find in the ad- 
vertising pages almost, if not quite, as 
much entertainment and _ profitable 
amusement as they do in the literary 
department. 
CHARLES AUSTIN BATEs. 


———_+o+ —__—_—_ 
TOO LITTLE. 


While our advertising agent was solicitin 
recently a merchant said: ‘* Oh, I cannot af- 
ford to advertise. I’m too little to spend 
money that way. If Iwas as big as Wana- 
maker I'd advertise like he does.’”” Probably 
so, but if Wanamaker had followed your the- 
ory he would be just as little as you are to- 
day. Sensible men don’t advertise for fun. 
They do so because they know they make 
money by it.— 7yler (7ex.) Harpoon. 

> 
CHICAGO RECOGNIZES A GREAT FACT. 


The Philadelphia papers are greatly en- 
couraged with the increased advertising of 
the business men of that city. The Phila- 
delphia Record says: ‘* Business firms which 
never before advertised are now advertising 
largely.”” It is the modern way of doing 
business.—Chicago Tribune. 

— 


BUT HE DID. 


He said he did not believe in advertising. 
Yet he had a string of dressed up dummies 
in front of his store, placards on his door and 
a boy with a bell, yelling like a Comanche 
Indian, to catch the crowd. Of course he 
does not believe in advertising. — 7yler 
(Tex.) Harpoon, 
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My neighbor’s jackass made more noise 
Than all the hens in my back lot. 
baa pm | bray was nothing worth, 
ut each day found eggs in my pot. 


To tell the town of his new store 
My neighbor scattered posters wide. 
I used the press—a page or more ; 
My store was filled; my neighbor—died 
~ee 
Ir you find that trade goes slowly 
And is never at its best, 
3 With an ad just press the button— 
Watch the paper do the rest. 
+) 
THE BILL-BOARD ENDANGERED. 


The bill-board is an American institution 
That it is an effective one the success of 
many a spectacular play can testify. There 
has, from time to time, been an attempt on 
the part of certain managers or stars to elim- 
inate the bill-board as an advertising me- 
dium. In the case of a certain few attrac- 
tions—those on a highly intellectual basis—- 
the bill-board is an unnecessary adjunct. In 
the generality of plays, however, it is a val- 
uable auxiliary, and in that class of so-called 
drama devoted to spectacular effects, it is the 
main essential. Take such a stage produc- 
tion as “‘ The Fast Mail” and the bill-board 
is the main reliance of the manager. The 
fact is that the newspaper appeals to one 
class of the public, the bill-board to another. 
Some plays can do without the one, some 
plays without the other, but most plays re- 
quire the assistance of both. 

The bill-board is in danger of losing its 
chief effectiveness for the theater through a 
late innovation. Within almost the last two 
years, inspired, by the results of theatrical 
advertising, manufacturers of various com- 
modities have gone to pictorial printers and 
obtained fancy printing in imitation of those 
used in the show business. These have ar- 
rested public attention on the bill-boards in 
the thought that new attractions were coming 
to town. Instead it has been discovered that 
the fancily named thing was not a new play, 
but a new cigarette, chewing gum, patent 
medicine or breakfast food. It is due the 
theatrical profession, which has given the 
bill-board its earning capacity, that play- 
printing should not be mixed up with medi- 
cine and tobacco advertisements.—Salt Lake 
Tribune. 
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UPERIOR Mechanical Engra’ Photo Elec- 

“ A heeoaensiom S Troty pe Eng. Co.,7 New oe Ee st., N. Y. 
He’s a prodigal, ’tis true but strange ; 4 == 

Yet his coffers overflow with change ; rang PAY THEM. van Sn teh 


For he prodigally spends in devi-i: g 

New plans and schemes for advertising. PATENT COIN MAILING CARDS. 
circulations pay the advertiser. Our Coin 

Cards will aoe our circulation. Send at once 


—_—_~o>—___— 
Displayed Advertisements | for samples to RD & CO., Detroit, Mich. 


50 cents a line: $100 @ page; 25 per cenit 
extra for specified position—tf granted, 


Must be handed in one week in advance. business men and women are soon 
or ont Ym que-t of Health or i ute oie 
mest of Hea or lucrative, hu 
AMERICAN 4 ft. Desk, $16 msn @ Practice ine and sale of outfit, should care- 
u stur ie principles 01 is luxurious, 
DESK 4} ft. Desk, 18 humane method of disinfecting and vitalizing, 
AND 5 ft. Desk, 20 by simple fuming and bathing. Perfectly do- 


SEATING * mesticated. 
COMPANY, Catalogue. Dr. 8. F. CONANT, Inventor, 


“7-272 Wabash Ave., Chicago, Il. Skowhegan, Me. 


California, Say Francisco. 
THE EVENING POST 


is recognized, locally, as having the largest circulation of the Evening Dailies. 
Tue Post sends young men and women to the foremost educational institutions 
of California, free, every year, as premiums for new lists of subscribers. This is 
one of many reasons why THE Post circulates so largely among the best families 
of San Francisco. 


The Evening Post Is Alive. 


Hveu Hume, Proprietor. F. P. BALDwin, Business Manager. 
New York Office, RHINELANDER BUILDING. 
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B ca is but one morning newspaper printed 
in the English language in New York 


City whose circulation the publishers of The 
American Newspaper Directory, for 1894, are 
willing to guarantee by a forfeit of one hun- 


dred dollars. 
That paper is 


The Press. 


—___ 


SBESES SES OSES ESOS 


Offices : 
38 Park Row, N. Y. 


CSCS OSES ES Ces OLD OED AICS 


: 
| 
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Last Chance for 
Seedsmen to catch 


The 
Vickery & Hill LE 


List 
for February 
IT PAYS 


1,500,000 circuLation 


PROVED MONTHLY 


PUBLICATION OFFICE, AUGUSTA, ME. 


NEW vom OFFICE, TEMPLE COURT, 
C. E. ELLIS, Manager. 


_ 
Ohio 
State 
Journal. 





Established 
1811. 


Leading Newspaper 
Of Central Ohio. 


Daily—Circulation 12,750, only morning 
newspaper printed at Columbus, a city of over 
100,000, and reaching by early trains the best 
portions of Central and Southeastern Ohio. 

Sunday—Circulation over 17,000, with- 
out a rival in its field, being the only news- 
paper circula:ed in Columbus on Sunday that 
prints all the telegraphic and local news. An 
especially good medium for classified adver- 
tisements, 

Weekly—Now issued as a twice-a-week 
edition,on Tuesdayand Friday. Circulation 
22,000, chiefly among the farming com- 
munities of Central, Southern and South- 
eastern Ohio, reaching more homes in this 
region than can be done with any other pub- 
lication, 

OHIO STATE JOURNAL CO., 
Columbus, Ohio, 





INK. 


Circutation, 150,000. 
Rate, $100 per page. 
After 


Dec. 15th, $200 Pag 


Page. 
Arthur’s an 
enc a 
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NEW YORK. 
PHILADELPHIA. 





3,000 of 1892 ; 2,000 of 1893; 4,000 of 1894. 
—and they are good ones! 
Cost me $200 a thousand, 
and [ let them for from 
$3 to $5 a thousand. 


They are business-bringers! Try’em! 
J. H. GOODW 
_ Boom A, 1215 mrentuey, Sow York. ‘New York. 





FOR $10.00. 


Advertisement.—A publisher wishing to insert a 
short statement Por ten — or less in Lao 
column with and follow 
of his paper, in the Ainerioon Newspaper Di- 
rectory for 1895, may do so at the nominal price 
cf ten dollars, which price will include a free 
copy of the eran, to be sent by express as 

Ten lines will accommodate 


q y be in 
ten cents a word. yor or full-face t; 
can be used. Payments for staicments of this 
cont will be expected by check or post-office 
order when proof is submitted. For aes 
01 


be e 
cated will be set in pm wpe type wr br this is 
a specimen), and will ne precea Ly word 
“Advertisement.” way fe Ao |i be 
ble for a publisher, on his own responsibility, 
to Ky Ad information that he deems im- 
= before advertisers and other 

Len of the Directory, in addition to thatgiven 
by the Directory itself. Not very long ago an 
offer of five thousand dollars was e and re- 
fused in one case for a notice similar to this 
now granted for a nominal sum. 

The American Newspaper Directory for 189 
will also offer to “wy E cod news| 


the nominal re of ten soRars, which will in- 
clude a cop ad the aon: sent free by express, 
as soon as he necessary drawing or 
reproduction ~~) a. made from a pho ph 
or other etaee, and for this work there will 
ra ci . Such a picture may prove 
a valuable and attractive advertisement. 't 
would apeor that a pee who owns an 
po —— ~y" im worey of illustration, or who 
‘ace shall beco: 
oan L.. Pa } A, may wisel 
self of the privilege here offer 
must not exceed one inch in length or in 
width, and in appearance is subject to the ap- 
proval of the Editor of the Directory. 
ose who take pains to examine issues of 
the Directory for previous years will find speci 
men pictures of rt pe mg establishments. 
h paper o wns an office it is well to 
let the fact be known; for the properous 
per s are those that advertisers are inclin to 
ink most likely to bring 1S coitaciens re- 
turns. Publishers desiring both the announce- 
—_ and the ao and but one copy of the 
pay #15 for the combined serv 
— extra for each word 
ee dress a!l communications 
EW SPAPER DIRECTORY ,No. 
10 Secu ~ New York. 
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PLANT 1? AD 
| 
“THE MAYFLOWER ” 
AND 
SEE THE DOLLARS GROW 


Address JOS. J. De LONG, 
89 Tribune Building, 
New YorgK. 


160,000 PAID-UP SUBSCRIBERS. 
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Poeees 


The Fact 
That 


THE HOUSEKEEPER ~ 


is the only woman’s home 
paper published in the North- 
west carries great weight with 
experienced advertisers. The 
circulation of 


Over 120,000 Copies 


is general and reaches just 
the people among whom to 
advertise articles for woman’s 
use, or for homes. 
Full particulars direct, or from 
Eastern Office : 


517 Temple Court, New York. 
Cc. E. ELLIS, Manager. 
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THE - EVENING - PRESS 
DAYTON, OHIO. 


Guarantees Advertisers a larger 
circulation than any afternoon 
and morning paper 
Advertisers are given the privilege 
of making this a part of their con- 
Rates lower per thousand 
circulation than any paper in this 


ALL ITS CLAIMS ARE PROVABLE. 


LOUIS V. URMY, Eastern Advertising Agent, 
59 Times Building, New York. 


combined. 
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OCACA+IOCATM YE 
( ONE PAPER 2 
( 


in every community is the LEADER. p) 
There cannot be two leaders any more 
than there can be two “bests.” The dif- 
ference may be small or great. The prin- 4 





ciple is the same anyway. When an ad- 
vertiser wants the best paper, next best P) 
won't do. Now, in Philadelphia, 


THE | 
PHILADELPHIA —_}, 


6 ITEM —_ 4 


stands head and shoulders above any other paper. 4 


ae 


It has a larger circulation than any other evening 


ce 


paper in America. The circulation is so great P) 
that Philadelphia can be well covered by an ad in 
this one paper. 





The rate per line per thousand copies is less than 9 
it ought to be, but that goes without saying. 


¢ 

( - ; 
Average Circulation, 190,000 Every Day in the Year. 

( S. C. BECKWITH, ) 

\ 

» 








SOLE AGENT FOREIGN ADVERTISING, » 
“THE ROOKERY,” CHICAGO. TRIBUNE BLDG., NEW YORK. 
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E. T. PERRY, 
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53 Tribune Building, 


PRINT 


he sale of your goods, put THE St. 
SAMPLE COPIES AND FURTHER INFORMATION, 


Manager Fore 





IN WESTERN JOURNALISM. 
THE 
St. Louis 


A 100,000 guarantee a part of every 
If you wish to create a demand for and 


FOR RATES, 
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largest daily circulation of any paper west 


“Chronicle” advert 
Louis CHRONICLE on your list 








of Chicago. 
increase t 
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CARLETON & Kissan 


shine, waitigepuedills 
a. CARS 
mu. STATIONS 
crm BROOKLYN 


ELEVATED RAILROAD 
: From May ist, 1895 


CARS WILL BE EQUIPPED WITH 


ADVERTISING RACKS 


Size of Spaces, 16 x 24 inches. 


FOR RATES, ADDRESS, 


CAKLETON & KISSAM 


915 Postal Telegraph Building, 


NEW YORK, 
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does every advertising agent 
counsel the advertiser to use 


THE 


Indianapolis News? 


Because: 


Future orders depend upon 
the returns derived from 
present orders. 


No other advertising field in 
America may be so com- 
pletely covered or so entirely 
missed in the using or miss- 
ing of a single newspaper. 


Als 


| ime! 


7i¥ 


P. S.—Sworn average for the past year to April ist 
was 31,801 for each day. Payment for advertising con- 
ditioned on larger bona fide circulation than any other 
three dailies in Indiana combined. 
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Pittsburgh 
Chronicle 
Telegraph 
LEADS 





Sells 50,000 
Copies Daily 











ee €- 0-39-3533 


C. J. BILLSON, 
86 and 87 Tribune Building, 
New York. 


] 
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Best Paper in St. Paul, 


The 
GLOBE 


Sunday, 
Weekly. 


ae 


Eastern Office: 517 Temple Court, 
New York City. 


C. E. ELLIS, Manager. 


68 





PRINTERS’ INK 


° 


Seen Constantly. 
Stations Lighted 
Day and Night 


In the 


-960- 


Waiting Rooms 


On the 


Chicago, Milwaukee & St. Paul System 


Advertising 
Controlled by G. S. Mackenzie, 
Chicago, 


1160 Monadnock Building. 
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Chafges a Little More 


ooo L HAN... 


ANY OTHER PAPER | 

















IN MILWAUKEE ) 

For Advertising, | 

| ..BUT IT IS... 
Worth a Good Deal More. 
a 


Circulation, Daily, 24,000 


™ Weekly,28,000 
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‘¢The Whole of Oregon 
or None !”’ 


4\ 


Was the American slogan which rang through the country in 
’44. Every advertiser can now have the whole of Oregon, by 
placing his ad in the 


PORTLAND # 
® (REGONIAN 


Oregon is more thoroughly American than any other sec- 
tion of the United States west of the Mississippi. Old estates, 
a fixed population, and large and prosperous families, is the rule. 

Oregon is a combination of what New England was and 
what the breezy West is. Portland has New York’s enterprise 
and show and dash without its Hibernian accent; it has 
Chicago’s hustle without its Teutonic character ; it has St. 
Paul’s honest thrift without its Scandinavian moderation ; and 
it has the California Argonaut’s pride and venturesome spirit 
without San Francisco’s Mongolian blight and the restless ’4ge.. 
It is every inch American, and the OREGONIAN for almost a 
half century has been its oracle. No home, no shop, no store 
is complete without it. So thoroughly is this true that a 
stranger going through Oregon wonders whether its half mill- 
ion people ever read anything else. 
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H. L. PITTOCK, H. W. SCOTT, 


Manager and Treasurer. Editor. 
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Ss. C. BECKWITH, 


Sole Agent Foreign Advertising, 


48 Tribune Building, 469 The Rookery, 
NEW YORK. CHICAGO. 
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(Gomme Gp 


to advance rap 


commanded 
loose shoe fell off, the horse e lame, and threw his rider to the ground, 
where he was immediately slain by the enemy .— Sop. 


Neglect of some small detail may result disastrously 
to an advertiser. Carelessness and procrastination 
never lead to success. A large business and many 
cares sometimes lead a man to neglect his advertising 
because it is easy to put it off. It is easy to say, “Oh, 
that’s good enough,” or “I'll fix that to-morrow.” 

Some advertising agencies carry on their business 
in the same way—both in the matter of attention to 
their clients’ orders and in the payment of publishers’ 
bills. ‘This agency has the reputation of paying bills 
and attending to details more promptly than any other. 

There are no loose nails in this establishment. 


The Geo. P. Rowell Advertising Co., 
10 Spruce Street, 


NEW YORK. 





